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— Just what your business Needs... 
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ame NO Spring Tonic Pep of a New 
Idea in Silverware Merchandising. 
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Now Treasure Island can be located | 
: h ° +, ; 

right in your Store ) 

Pieces oF 8” is a fresh, sparkling, new idea we offer to you (free of all cost) adver- : 
in silverware merchandising. tising and selling helps that will help you f 
Moreover, this new idea was created by cash in Gn the idea. AS : 
your Own customers ... by the house- si newspaper advertising that fairly e 
wives in your own neighborhood .. . sparkles with news interest. ‘ 
; a ..a window display that will tell S 

. . . for our investigation proved that the story. 
sixes are not enough ... and that twelves . . folders illustrating “Preces oF 8” 
are sometimes too many for the average set for you to send to your ° 
family .. . thousands of housewives told us i . 
so... they said “PIECES OF 8” were just right. ween to day to the Sales Promotion De- ° 


Your customers suggested the idea... partment, International Silver Co., Meriden, . 
we created it. . now we sponsorit..now  Conn., for the material you need to make 
we are nationally advertising it...and the most ot 


‘1847 ROGERS BROS: 


SILVER PLATE _ 








A. Entered as second 


HARDWARE AGE, published weekly by the [RON AGE PUBLISHING CO., at 239 West 39th Street, New York, N. Y., U. S. 
: .). $3.00 per year. Single copies 


clase matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U, 8S. A 
25c. each. Vol. 118, No. 8. 
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BRAND or trade-mark may or may 
not mean much. It all depends on 
whether it stands for something concrete. 
In the case of Greenlee Tools it means 
much to dealer and user, because it indi- 
cates a quality product which has behind 
it the entire Greenlee organization as a 
guarantee of performance. 












Satisfaction for the user has always 
been the keynote of every operation in 
the manufacture of these tools. Careful 
workmanship, correct design and proper 
materials insure a service which is in 
keeping with the Greenlee standard of 
excellence. It is this service that builds 
good will for the dealer and keeps cus- 
tomers returning for the same brand. 
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It is not yet too late to stock up for the 
late summer trade. Be prepared to meet 
the demands of handy-man, cabinet- 
worker, electrician and farmer with tools 
which will add another satisfied customer 
to your list. Quality with service counts. 
Let it count for you by selling Greenlee 
Tools—the kind once used, always used. 
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Write for Catalog No. 27, on Augers, Auger Bits, Chisels, 
Gouges, Draw Knives, Ite. 
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own brand saw, designed par- ¥_ 7 9g 
* ticularly for home use. It is made Qa, SSSSoeee asec retest tt 


: of fine spring tempered steel, 
; nicely polished with a seasoned % _ eon 
‘ beech handle. It is a good selling ga ig 

: number that meets the demand for a %& 


; general purpose saw that sells for $2.00. 
‘It satisfies the customer and the dealer. ones stereo gtetenes cess 


2)Made i in skew back pattern, 24 inch length a Sess 
- only, with either 7 or 8 points to the inch. :: : a = 

Se Packed one-half dozen in a box. ee ce 
Sell this saw for customer satisfaction cand Shey 
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1777—Steel Wire Scratch Brush. A nar- 
row brush for pattern makersand braziers’ 
finishing work, cleaning architectural iron 
work, figured brass and small castings 
Size 4” wide, length over all 14", length 


of wire 1%". 





1779 Wire Scratch Brush. 

M 'ttheurved back. F 

pace pani rte te valor 106--Butcher’s Block Brush. Madeof 
, especial drawn and tempered flat steel 

wire. A very popular number—iving ex- 

cellent service. 





Osborn Wire Brushes 
Scientifically Treated 


Osborn Wire Scratch Brushes are scientifically treated 
to assure a permanent cutting quality. As is true of 
all Osborn better-wearing brushes, they are built 

specifically for the job. ea a AP et 9 eer rome ya 


factory use. 








In addition to the special treatment of the wire, they 
are also skilfully shaped to make working easier and 
quicker. 


For removing paint and varnish; cleaning wood, 
stone, brick, metal, iron-work, foundry castings and 
rubber, select wire scratch brushes bearing the Osborn 
trademark for the utmost in efficiency and economy. . 

1780— Wire Scratch Brush. Straight 


back brush with extra long wires for 
Samer use. The wire used in Osborn 
Scratch Brushes is the first quality 


THE OSBORN MANUFACTURING LOMPANY ——— oe 


INCORAPOAMAT 





5401 Hamilton Avenue Cleveland, Ohio 


Makers of nationally advertised Osborn Blue Handle Brushes and 
Osborn Du-All Mops, Dusters and Polish 








Assortment ‘‘K’’-—Containing an 
assortment of 12 fast selling wire 
| scratch brushes in attractivecoun 
e7. ter box. 





A BETTER WEARING BRUSH FOR EVERY USE 
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Our Galvanized Hardware Cloth Is Durable 








When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire Is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire 1s 
thoroughly galvanized after it is woven. 


Made in 2, 214, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
%4, % and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Screen Cloth 
Poultry Netting and Staples 


Write your Jobber for full information 
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STANLEY MERCHANDISING HINTS 
SUBJECT No. 11 


Surface Bolts 


1. Made from unbreakable 
wrought steel and wrought 
brass. 


2. Self-centering bolt compen- 
sates for warping or swelling 
of casement or door. 


< # Staples provided with back 
plates to prevent scratching 
of woodwork. 








1, Quickly and easily applied—re- “| dp 
quires no mortising. db "a 
, STANLEY 
2. Widely used on French doors and - SURFACE BOLTS 


casement windows. Nos. 379 and 381 are 


3. Attractively designed to harmo- made of Wrought Steel. 
nize with any type of hardware. Nos. 366 and 367 are 


' 
. madeofWrought Brass. 
ee S 
= 











4. Inexpensive, yet neat and sturdy. 





All numbers are the same in appear- 






















ance but No. 381 and No. 367 have _ ee angen, <oteoaary 
heavier rods. Each bolt is supplied with FO nae vn oe a 
three strikes so it can be applied under KEEP A CLEAN CUT STOCK 
any conditions of construction. SELL THE LINE: 
This trade-mark is a means of identification | 
THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 
































STANLEY HARDWARE 
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Because — 




















Absolute maintenance of price < 





No unloading < 





No over-production < 





Limited dealer appointments < 





Custom-built—not assembled < 





Greatly increased advertising campaign < 





Exclusive features < 


Binocular Coils S-L-F Condensers 
Colortone Low-Wave Extension Circuits 
Flexible Unit Control Protective Fuse 


A. H. Grebe & Co., Inc., 109 West 57th St., New York 
Western Branch: 443 So. San Pedro St., Los Angeles, Cal. 
Factory: Richmond Hill, New York 





This company owns and operates 
stations WAHG and WBOQ 
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Because — 















— Full return on investment 





—- Protects your stock 








— No over-stocking 





—+ Unfair competition eliminated 


> Minimum service 








—+ Liberal cooperative newspaper allowance 





— Quicker sales 


A protective policy, a satisfactory discount, a superior set 
backed by a stable company specializing exclusively in receiving 
sets for seventeen years—what better “‘set up’’ on whichto doa 
profitable business? 


Write for full details 


A. H. Grebe & Co., Inc., 109 West 57th St., New York 
Western Branch: 443 So. San Pedro St., Los Angeles, Cal. 
Factory: Richmond Hill, New York 
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MORCO 


PIPE WRENCHES 





Profit by their 


satisfaction— 


When Jim Smith buys a Morco he is pretty 
sure to like it so well that he says to his ac- 
quaintances ‘Jones’ Hardware Store is a good 
place—they sell quality stuff. I know, be- 
cause that wrench I bought there is the best 

I ever had.” 


Morco—the _ guaran- 
teed pipe wrench — will 
help build your whole 
business because it gives 
unusual satisfaction. 





W rite the 
nearest 


office 








the world will make a Lealen path- 
fo lis doar” 


74-76 Marray St. MOORE DROE FORGI NG CO. Sa 2s 


New York City” Chi 1. 
ew Yor Fag cago, 
Sprin@¢field, Mass., 
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Built 


like the 


lock on 


your front door 

















IF YOU were one of your own cus- 
tomers looking for real padlock pro- 
tection, wouldn’t that fact interest 
you in a Sargent Cylinder Padlock? 


If you were told that there’s no 
record of one of these padlocks ever 
being opened by twisting or prying 
—and shown howquickly, decisively, 
yet silently, they respond to the 
proper keys—wouldn’t you buy one? 


You would—and gladly pay the 
slightly higher price, for the cer- 
tainty that your garage doors, spare 
tires, tool box or cellar doors and 
windows would be absolutely secure. 


Sargent Cylinder Padlocks have 
the same ingenious mechanism as 


Sargent Cylinder Locks for entrance 
doors. They are made in sizes for 
every purpose. They are stamped 
with the Sargent name—a guarantee 
of excellence—a name that’s uni- 
versally known. 


There—are reasons why you should 
handle Sargent padlocks as well as 
points that will help you sell them. 
Let us send you assortment No. 501. 
Twelve padlocks which include a 
few of the lower priced subcylinder 
types and a very valuable free display 
panel. Interesting folders for mail- 
ing and counter use are furnished 
free. Our Co-operative Advertising 
Service Booklet will also be sent 
upon request. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


New York: 92-98 Centre Street 


Chicago: 221-223 W. Randolph Street 


SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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HACK SAW FRAMES 





STEPPING STONES TO 





No. 10 


A SUCCESSFUL 


BUSINESS 





No. 50 





JUST 


No. 56 


PLAY THE GAME 


WITH OUR PRODUCTS 





No. 75 


HARDWARE COMPANY 


Reg. U. 8S. Pat. Off. 


TORRINGTON, CONN., U.S. A. 





our yarowa'® 
Gtaloh] sues 
\ 
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New York Office 151 Chambers St. 


ESTABLISHED 1854 INCORPORATED 1864 
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Machine Screws 






Stove Bolts, 
Tire Bolts 









tS SOARES Is 
Semen ects 


American Screw Co. 
PROVIDENCE , RI. 


WESTERN DEPOT 
225 ‘WEST RANDOLPH ST., CHICAGO, ILL. 


GogoooeS Soon SE OOOO SOODCESOOOCCCeCooRSSOEGE 
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A Profit-Making Business-Building 
Product of Highest Quality 


When you are the exclusive distributor for a line of tires that is 
constantly acquiring new friends and cementing the friendship of 
old ones, you are bound to make money—certain to build up a 
substantial tire business. A Lancaster franchise is an asset of 
immeasurable value—because Lancaster is winning the buying 
endorsement of thousands of motorists, and truck and motor bus 
owners all over the country. 


The growing popularity of Lancaster tires is due to highest quali- 
ties in material, design and workmanship. Lancasters are made 
not only to bring profits but to assure every Lancaster user un- 
excelled tire service. 


Lancaster makes a complete line of tires—for pleasure car, truck 
and motor bus service. The entire field for tire profits is open to 
you when you handle Lancasters—One of America’s Best. 


Get the complete details of the Lancaster business-building, profit- 
winning franchise today. A letter or post card will bring the facts 


by return mail. WRITE! 











THE LANCASTER TIRE & RUBBER CO. 


ESTABLISHED 1915 
COLUMBUS OHIO 





LANCASTER 
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Broad and easy or fine A type of set for every A national § advertising Exelusive sales territory Our strength protects 
and selective — virtually type of buyer campaign in leading peri- for every A-C DAYTON our business. Our pol- 
é cy protects your price. 












twe sets in one cabinet. edicals and farm papers. 








HIVE DOMINANT FACTORS for the 











Man Who Believes HiS OWN EARS 


O the competent dealer A-C DAYTON offers nothing 

less than a tremendous radio business. It is not a matter 
of high-pressure selling or overwhelming publicity. It is a 
matter of 5 DOMINANT FACTORS—backing a provably 
better product that will outperform its competitors on a dem- 
onstration basis. 
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Look at any A-C DAYTON model in its price class! It 
bristles with sales points—it is different, distinctive, set apart 
from the ordinary. It insists on a demonstration and speaks 
for itself. Most people believe their own ears; most people 


will buy A-C DAYTON. 





$56.00 


aS LP ES Se RTE BS 
4o)) Ue es oN PDS PADRE RAL 


Regardless of your present plans and connections, get the facts 
in your hands immediately. 





879.00 


THE A-C ELECTRICAL MANUFACTURING CO. 
Dayton, Ohio 


Makers of Electrical Devices for More Than Twenty Years 


A-C DAYTON 
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135.00 
SSS a > Za) < va 4 
<< > a 
2? 4, @ Rw o> a 
Mail the Coupon! 
Territories are being al- : 
lotted. We urge you— Gs 
orite us today. Ee 
eee ee eee ee V4 
8 H.A. 7-15 . ea 
a f 3 
« The A-C Electrical Mfg. Co. = ff e 
: KU30., ae 
: Dayton, Ohio. : 210.00 139.00 2 
g Gentlemen: I am interested in receiv- § Ps 
§ ing an exclusive franchise for a high- § & 
8 grade line of radio. Send me full 8 a 
8 particulars about the A-C DAYTON § The A-C DAYTON st 
8 line, prices, advertising and dealer 8 line of six handsome ; 
§ plan. + - 
' ' $255.00 models. Priced from ; 
- i a a eee - $56 to $255 — prices ies 
a 5 slightly higher Den- ne 
DER . cavacusonecterceretethesess : ver and west. 
+ 
kc vsevectesesecipescteeh ceed netes ' 
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; camp tire 


Indoors or out, in camp or along the roadside 
there is no fire danger with Kampkook. A child 
can operate this safety camp stove, even to the 
filling. The detachable, easy fill tank is a real 
convenience; to fill, remove it and take it to the 


$6 63 


a 
2 








ss fuel supply—stove and utensils are not disturbed. 

# This is only one of the features which has made 

& Kampkook the choice of more campers than al! 

os others combined. The model shown above is Kampkook No. 8 with built in oven. It’s a 

é aoe — pg tegen: apm roasts, sn fries. And it is 

5g : absolutely wind proo ¢ oven with grate remove rotects fire against 

& Every dealer knows that Kampkook 1S the leader, any wind on all four sides and top. Nothing better ie heating che on 

that it is by far the biggest seller in the camp — in righ nn ae py gg see in — positions with or without 
stove field. But are you selling the full line? ee ee ee ee Soe 

se There is a Kampkook to meet every demand of , 

a every buyer for every occasion—four models at 


National Advertising in the Saturday Evening Post, American Magazine, National Geographic and leading 
outdoor magazines has created a bigger Kampkook demand this year than ever before. Tie up with this 
2 publicity by displaying Kampkooks prominently and watch your sales grow. Write for large window and 
f counter displays, folders, movie slides, electros, etc., sent free on request. If your jobber does not carry 
the full line, write for list of nearby jobbers who do. 








AMERICAS MOST POPULAR CAMP STOVE 


"i American Gas Machine Company, Inc. 


Albert Lea, Minn. New York, N. Y. 
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‘HARTFORD INN 
TIRES 


Why Certain Hardware Stores are 
Getting More Tire Business 
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HERE are some communities where more are glad to know where they can buy de- 
and more car owners are going to a cer- pendable tires at prices which are right. 
tain Hardware store to buy their tires. The Hartford dealer benefits, not only in 
The word has gone round that this hard- greater volume, but he is able to make a good 
ware dealer has a line of tires that give a profit on every tire he sells. . 
better and more satisfactory kind of service. Hartford’s resources make it possible to be 


That is what the Hartford Line does for produce high grade tires economically. Dis- 
the hardware dealer. That is the story of the tribution through the leading hardware 
increasing business enjoyed by the dealer jobbers, is a further factor in keeping costs 





who has been satisfying his customers with down. 
tires that give longer mileage and uniformly If you are interested in duplicating the 
good service. success of thousands of Hart- 

Car owners are quick to ap- ford dealers, write to the near- 
preciate the superiorities of est Hartford distributor for all 
Hartford Tiresand Tubes. They the facts. 

HARTFORD RUBBER WORKS COMPANY is 
1790 Broadway New York City : 
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LOCK 
SLING UNLOADER 


Eight Wheel EngineDrive forDouble Steel Track 
Elevates Load at Right Angles toTrack { 
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Gambling with  uncer- 
Bee Gea ROPE tain unloading equipment 
Sed a Ng |G a | | during harvest increases 

. 0) Yas es A crop loss hazards. 
Frequently the season is 
late—other crops are com- 
ing on—the farm work 

begins to pile up. 







DRAFT ROPE 


Unfavorable weather 
plays a hand. Showers 
and sunshine today—a 
steady downpour tomor- 
pe row. And the hay is 
ROPE LOCK a waiting to be cut and 

a Pe [ae ROPE TO hauled in. 
io Then when favorable 
ELEVATION 
OF LOAD 





weather puts in an ap- 
pearance, action is neces- 
sary. Man, beast and 
equipment are_ pressed 
into service. 





"From early morning 
until late at night the 
work progresses. Delays 
may mean loss of crop, 
and loss of crop means 
loss of money. 





In normal or abnormal 
seasons, whether the acre- 
age be large or small, 
the crop heavy or light, 


OTHER MYERS HAY 

UNLOADING TOOLS 

UNLOADERS, FORKS, SLINGS, 

TRACKS AND FIXTURES MYERS HAY AND 
GRAIN UNLOADING 


OTHER MYERS PRODUCTS TOOLS — Unloaders 
PUMPS FOR EVERY PURPOSE, DOOR HANGERS, HAY RACK CLAMPS r1¢. hte. Stake Sle 
Pulleys and  Fixtures— 
offer dependable unload- 
ing service. 


Tm FEIMYERS & BRO.82| oes mis 
ED, a | we = | ~ are prepared to make 
prompt shipments. Wire 


ASHLAND, OH J ©. LU. S.A. or mail your orders. You 
ASHLAND PUMP AND HAY TOOLWORKS | _{2k:,.20, chances with the 
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Mr. HAPPY MAN 
SAYS: 


“It’s all in the grind. 
Life is a huge grind- 
stone—some people are 
ground down — others 
are polished up—it all 
depends upon the kind 
of stuff that’s in them. 
A saw 1s a lot like a man 
— what it is when it 
comes from the grind- 
stone depends upon the 
material it 1s made of. 
No amount of grinding 
will make up for “poor 
stuff.’ And on the other 
hand, much of the good 
service of Atkins Silver 
Steel Saws comes from 
thet exclusive two-wav 
taper grinding.” 
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E.C.ATKINS & CO. © 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE Send for = The Man Be. 
Home Office and Factory, INDIANAPOLIS, INDIANA . 99 
Canadian Factory, Hamilton Ontario hind the Counter 9 a 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: booklet about hand SaW 
Atianta Gow Qetenne a 
Memphis = NewYork city Seattle manufacture. 


Minnecpotie Portiand,Ore. Vancouver, B.C 
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withoyt HARDWARE AGE, as I get more 
out of it than any other‘ medium con- 
nected with hardware goods.” 
(Signed) W. C. LUPTON, 
Charlotte, N. C. 
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ven modest homes may 
be trimmed with 


FORGED IRON 
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ORGED IRON HARDWARE as it has 

been made by artists for many 
centuries is a subject of absorbing 
interest—but the history of forged 
iron hardware written in the sched- 
ules of the hardware merchants of 
America has contained many trials 


and tribulations. 


The advent of McKinney Forged 
Iron ushers in a new era in this fine 
hardware—of benefit to consumer 
and merchant alike. 


All McKinney pieces have more 
than beauty to recommend them. 
In addition they show the result of a 
thorough knowledge of builders’ 
hardware requirements. 


No more anxious moments while 


awaiting made-to-order pieces—for 
McKinney Forged Iron has been so 
designed that stocks can be main- 
tained right in your own store. 


No more difficulties on the job— 
for McKinney Forged Iron is easily 
applied to all types of modern con- 
struction—Designed for use with 
modern locks. 


No more complaints about worn 
finishes or rusting a year or so after 
the job is completed—for McKinney 
has seen to it that an especially ef- 
fective rust-resisting treatment pre- 


An unretouched photograph of 

the Heartdesign entrance handle 

set in Relieved Iron finish... 

The reproduction shows to some 

degree the exquisite texture of 
this fine hardware. 


cedes the final finish. And rig:d tests 
have proved that each McKinney 
finish is capable of withstanding 
wear and exposure. 


Throughout the entire line of this 
artistic and practical hardware there 
are but two sizes of screw-heads 
used. A small open end wrench 
takes care of the complete applica- 
tion. Nothing is marred. 


McKinney has made it possible 
for you to enter into the Forged Iron 
Hardware business whole-heartedly 
and with enthusiasm. All the old 
standard difficulties have been elim- 
inated. 


And the modern force of National 
advertising is rapidly spreading the 
news that—even modest homes may 
be trimmed with McKinney Forged 
Iron Hardware. 


If you have not yet received the 


new McKinney catalog write at 
once—and then make your selection 


of samples. 


McKinney MANUFACTURING Co. 


Pittsburgh, Pa. 


Send This Coupon Today! 





Force Division 
McKuwney Mee. Co., Pittsburgh, Pa. 


Kindly send me your Free Brochure on 
McKinney Forged Iron Hardware. 


Name .. 


Address .. 


Name of your Hardware Merchant 
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BY LLEW S. SOULE 








EGARDLESS of habit or sentiment, cobwebs are only cobwebs. 


I heard a story recently about a new servant who had just finished dusting, 
Br ush D own when the mistress discovered a cobweb stretched across one corner of the living 
Th ose Bu sin ess room. Quite naturally she chided the girl for her oversight. “Oh, I saw it 


alright, Ma’am, 
Cobwebs = | 
_ There are many merchants today whose ideas of merchandising coincide with 
those of the servant referred to. They imagine that a lot of business cobwebs 
are necessary in the management of a retail store. They fail to notice the com- 

plete absence of cobwebs in the rapidly growing chain stores of this country. 
What are business cobwebs? Usually they consist of inherited plans and poli- 
: cies, backed up by musty traditions. If “Father” never sold anything but nails, 
ef screws and other staple hardware, the son swears that nothing but staples should 
ever be found in a hardware store. If “Grand Father” found it unnecessary to 
install window displays, then window displays are taboo. If ‘Great Grand Father’”’ 
refused to canvass his trade, then canvassing is forever barred. If his hardware 
forebears failed to train employees, take cash discounts, keep accurate store rec- 
ords, or advertise their wares, then all these things are “dead wrong,” so far as 

hardware merchandising is concerned. 

What piffle. Times change; habits change; people change. The old fashioned 
Minuet has given way to the Charleston, and perfectly proper orchestras now play 
“Jazz.” Why? Because people demand new dances and new music; because 
styles in thinking and in living change, just as do styles in shoes or hats. Noth- 
ing that we mortals originate or do is sacred. A method can be outgrown just 
as clothing is outgrown. 

Grass does not grow in a busy street, and business does not thrive in an atmos- 


phere of cobwebs. 


was the reply, “but I thought it had something to do with the 


ANY a retail business is wrecked because «its owner fails to differentiate 


Tho dD ll between management and detail; because too much valuable time is wasted 
USA OULaT on comparatively unimportant things. 

° One of the greatest sculptors who ever lived never did any of the rough hewing 

Brains and incident to the creating of a masterpiec. He hired ordinary marble cutters to 

block out the heavy stone and partially shape it according to his directions. 

Twenty Dollar When it finally assumed the crude form of a statue, he took up his mallet and 

chisel and brought it to perfection. 
J obs Because he was not burdened with the comparatively unimportant work of 


stone cutting, this great artist was able to put much more time and thought 
into his art. As a result, he increased his output and gave to the world a better 
product. Today his name is famous, while the names of the stone hewers have 
long since been forgotten. 

Management means just what the name implies. It does not mean the actual 
doing of every petty, unimportant detail. It means planning, shaping of policies, 
training of men, installing of systems. It means knowing what to do at the 
right time, and having some one ready and able to do it. It does not mean 
the using of a thousand dollar brain on a twenty dollar job. 

Hamp Williams is a highly successful hardware merchant, yet it is doubtful 
if Hamp could tell you off-hand the retail prices of a dozen items in his stock. 
He is successful because he manages his business; because he has an efficient 
organization, trained to follow out his plans and policies; because he is relieved 
of unimportant detail and has the time to apply his knowledge and experience to 
merchandising in its broadest sense. 




















24 HARDWARE 


Two Men Are 
Assigned to 
Each Demon- 
stration Car 
to Facilitate 
Handling 
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Typical Elec- 

tric Washer 

Demonstration 

Car Used By 

C. W. Young 

& Son, Elmira, 
ae oe 


Direct Solicitation by Elmira, N. Y., Firm 
Sells 1900 Electric Washers in Five Years 


C. W. Young & Son Have Developed Electric Washing Machine Department to a Point 
Where Three Branch Stores Are Operated—Have Fourteen Demonstration 
Cars and 24 Outside Salesmen Concentrating on This Line 


hardware merchants, decided that the best way to 

sell electric washing machines was to go out 
after this business. The firm had three years of ordi- 
nary success with this labor-saving item but did not 
feel that a fair quota was being sold. As an experiment 
D. M. Thomas spent three days a week outside asking 
people to permit a home demonstration, without obli- 
gation. 

He preached the doctrine of labor-saving devices and 
made arrangements to do the family wash for one week 
with an electric machine and began to obtain very 
good results. The idea bore fruit to such an extent 
that Thomas was put in charge of this phase of the 
Young business and was instructed to spend all of his 
time on the outside. 

As the sales increased it was necessary to hire one, 
two and then three and four extra outside salesmen to 
augment the work being done by Mr. Thomas. Busi- 
ness came from neighboring towns. The company was 
appointed agent for Geneva, Corning and Canandaigua 
and now employs 24 outside salesmen, using 14 Ford 
trucks to cover this increased territory. 


r | 3WO years ago C. W. Young & Son, Elmira, N. Y., 


Have Sold 1900 Washers 


About two months ago the company had sold a total 
of 1900 washers and during the first ten months of 
last year 1000 washers, representing 10 carloads were 
sold in these four towns. Of this 1000 there were 
600 sales in Elmira alone. 

The Elmira and Corning branches of the washing 
machine department employ eight outside salesmen 


each, the Geneva store has six and the Canandaigua 
branch has four. 

As a rule two men and two washers are assigned 
to each of the 14 trucks, as it takes two men to han- 
dle the machine properly when carrying it from the 
machine to the house of the prospect. 

At first it was necessary to dig up most of the pros- 
pects but today the 24 outside salesmen are busy all 
day and part of the night following up prospects who 
have requested home demonstrations or who have in- 
dicated some interest when at the Elmira store. 


Display at Local Fairs 


C. W. Young & Son participate in all local events 
such as the county fairs, food shows, and electrical 
shows. At the last annual Elmira food show, 75 sales 
resulted in the following up of prospects who visited 
the company’s booth. 

Time payments have been found necessary in about 
75 per cent of the washer sales. Young’s selling policy 
requires a down payment of from 15 to 25 per cent of 
the selling price with the balance to be paid in twelve 
equal monthly payments. Out of 1900 sold at the time 
of our visit two or three months back only 25 machines 
had been taken back for lapsed payments; these can 
be reconditioned and sold at a price slightly lower than 
the list price on new machines. 

Clarence A. Pike, store manager, says the firm al- 
ways takes a lenient view on adjustments and on late 
payments, when within reason. He believes that out- 
side men and time payments are absolutely essential in 


order to obtain a volume on electric washing machines. 
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This Permanent Platform Display of C. W. Young & Son, Elmira, N. Y., Helps Sell Electric Washers, Power 


lroners and Furnaces. 


Mr. Pike says that washer sales lead to business in 
other hardware departments and that owners of wash- 
ers are the best prospects for the sale of power ironers. 
Those who buy machines on the installment basis come 
in the store each month to make their payments. This 
visit keeps the store and its wares always before them 
and leads to a real volume on other lines. 

Inside the Elmira store the company has constructed 
a raised platform for the display of electric washers, 
power ironers and a parlor type furnace. The washer 
is in action most of the time. When we visited the store 





RECENT window display of electric washing machines 

used by John B. Varick.Co., Manchester, N. H. P. J. 
Donnelly of this company says: “We are distributors of 
washing machines. Many of our dealers have very ef- 
ficient methods of selling. One of our dealers employs a 
slender young lady to make home demonstrations on 


washers. The young lady appears in a very attractive silk 


The platform makes a very practical place for store demonstrations on these three items 


a young lady was demonstrating the power ironer with 
very satisfactory results. 

The business of C. W. Young & Son is owned by Mrs. 
C. W. Young and William E. Young. If this Elmira 
hardware store can in five years develop its washing 
machine business from an ordinary department to an 
almost independent business with three branches in 
nearby towns it is obvious that its methods are right. 
Remember that the bulk of this development has been 
in the last two years and that the volume was obtained 
by going out after the business. 


dress, silk stockings, etc., and proceeds to do the washing. 
The housewife prospect implores her not to attempt to 
wash with such an attire, but the demonstrator proceeds 
doing the complete job of washing, drying and hanging on 
the line without soiling or wetting her clothes and hardly 
wets her hands. This makes such a lasting impression that 
a sale is seldom lost after the demonstration.” 
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Some hardware dealer sold them reels, fishing rods, tackle, 

thermos jug, picnic outfit, running board tool box for the car, rubber boots, kit bag and sporting 

apparel for their personal use. For their car, windshield deflectors, motometer, ornamental radiator 

cap, automatic windshield cleaner, rear view mirror and probably several other accessories which do 

not show in this picture. It will pay you to be interested in the car owners and those who love the out- 
doors, for their equipment needs will bring many extra profits to your store. 


HESE people are worth cultivating. 
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Large quantities of automobile paints and enamels are sold annually to car owners and garages, and it is a good idea 


to have the paint and accessories departments adjoining. 


In the accessories department of Schindel, Rohrer & Co., 


Hagerstown, Md., a display is carried on the main floor, but the bulk of the stock is arranged elsewhere 


Profits from the Car Owners 


Some practical suggestions that will help materially in stimulating 
the sale of automotive accessories 


CHINDEL, ROHRER & CoO., of Hagerstown, Md., 

can well lay claim to one of the finest wholesale 

and retail automobile accessories departments in the 
State. This department did not come into existence like 
Minerva, full grown and perfectly developed at the start, 
but is the logical and inevitable outcome of certain well- 
defined merchandising policies that were early put into 
effect and consistently adhered to. 

When a company has made a conspicuous success in 
any field of activity any words of advice from those di- 
rectly responsible for that success are usually worth 
heeding. ‘“‘Hardware merchants entering the automo- 
bile accessories field,” a representative of the company 
told the writer, ‘‘would do well to obtain a registration 
list of car owners in order to determine just what make 
of car is the most popular in the locality where the hard- 
ware merchant is. The free distribution of road maps 
‘arrying the name of the hardware deezler has proved 
a very effective means of bringing the automobile ac- 
cessories department to the attention of prospective cus- 
tomers. 

Advertising 


“And other hardware merchants could well adopt this 
idea as it is sure to create interest. Several dealers 
have found it profitable to carry advertisements on the 
circulars and other similar publicity issued by the mov- 
ing picture houses in announcing their various plays. 

“One reason that has convinced hardware merchants 
that they can sell accessories is the fact that they have 
always carried a great many auto accessories items in 


their regular stock. The constant demand for these 
items by autoists has proved, or should prove, to them 
the far reaching possibilities of placing a complete line 
on their shelves. 

“Among the many lines of the average hardware 
dealer’s stock which are in constant demand by car 
owners, garages and machine shops are included the 
following: Pipe and nut wrenches, bench and breast 
drills, machinists’ lathes, tapped nuts, set screws, cot- 
ter pins, cotton waste, chain, forges, blow pipes, etc. 
These items and many others, always found in any mod- 
ern hardware store, furnish evidence of the splendid 
business that may be enjoyed by any dealer who will 
look ahead and add the articles demanded by this trade. 


Auto a Necessity 


“Still another condition which has helped the sale of 
accessories is that today the automobile is a necessity, 
especially for the farmer, the business man and the doc- 
tor throughout the entire country, so the opportunity 
is as great for the small town dealer as for the mer- 
chant located in the larger centers.” 

Automobile accessories are not only profitable but 
are important leaders in the sale of regular hardware 
items. Every hardware merchant who has handled 
auto accessories will vouch that car owners are as a 
rule liberal spenders, and that the greater part of 
them are fond of the out of doors and are consequent- 
ly good prospects for the sale of picnicking and camp- 
ing supplies. 
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Post cards hint at the history of romantic Barbizon. 


In this quaint French village, so different from country towns im 
America, the massed stone houses and narrow cobble stoned streets speak eloquently to the observing tourist 


The Nightingale 


By Saunders Norvell 


On board S. S. “Majestic,” 
| June 18, 1926. 

ARBIZON is a small village on the edge of the 
B Forest of Fontainebleau. The rich cultivated 

farming lands stretch for miles toward Paris. 
Here and there are little stone villages or a group of 
farm buildings with walls as thick as a fortress. The 
spires of the village churches cut the horizon and re- 
mind one of man’s aspirations to immortality. 


% * % 


One week-end I decided to run away from Paris 
and visit the place that Millet, the celebrated French 
painter, has made famous. So, dressed in an old golf 
suit and carrying a book or two and only a few toilet 
articles, I took the narrow gauged train from Paris, 
changed to an electric car line at a small village and 
finally arrived at my destination. 

* % * 

How different are French villages from our coun- 
try towns in America! There are no frame houses. 
All the buildings are of stone or brick. There are 
no lawns or gardens in front of the homes. Usually 
there are no sidewalks. The walls of the houses, in 
straight, solid masses, line the cobblestoned street. 

*& * * 

It was up such a narrow street between the high 
walls that I trudged in Barbizon until I came to my 
hotel, called the “Hotellerie Du Bas-Breau,” or “Stev- 
enson House,” 
loved, who lived and wrote some of his best stories 
in this little, out-of-the-way village from 1876 to 
1880. 

* *% % 

I stopped at a large, arched doorway and was 

greeted by mine host, Boffo, an Italian, an aviator in 


after Robert Louis Stevenson, the be-— 


the World War, a speaker of many languages and a 
perfect host. 
% * * 

Yes, I had come to hear the nightingales sing and 
so I wished a room opening on the forest. One of 
the husky, felt-slippered French maids took my 
small grip and, preceded by Boffo, we entered a court. 
At the entrance was the old inn building, the old inn 
where Stevenson lived. On the right of the court was 
the modern dining room. The side of the dining room 
facing the court was all of glass. To our left was 
the ancient, moss-covered garden wall. Wild flowers 
were growing along its top and climbing roses clung 
to its sides. I have always loved the old walls of 
France. Time, the great artist, has softened them 
with a thousand shades of color. Leonardo da Vinci 
constantly reminded his pupils to study the colors 
and designs on old walls! 


% x % 


In the graveled court were small, white, iron tables 
and chairs where guests foregathered for coffee or 
the afternoon tea. Beyond and over the wall was the 
dark green of the thick forest trees where dwelt the 
nightingales. 


* ¥ We 


On the side of the court opposite the arched en- 
trance was Boffo’s new building, made up of sleeping 
rooms only. It was two stories high and my room on 
the upper floor was approached by an outside stair- 
way and then along a gallery. All the large windows 
and doors of these rooms were open to the gallery and 
the flowers in pots and the possessions of the tenants 
carelessly thrown around their rooms gave a home- 
like air to the place. My room was at the end of this 
gallery and the trees of the forest were almost within 
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reach of the hand. Everything was scrupulously 
clean. There was hot and cold water and electric 
lights. At the head of the bed there was a lamp for 
night reading. Next door was a modern bath. Here, 
it seemed to me, was an ideal place — all the sim- 
plicity, quiet and beauty of nature with modern con- 
veniences. As we walked across the court, I asked 
Boffo when the nightingales sang. “At eleven and 
four in the morning,” he answered. As we stood on 
the gallery, I noticed a young woman reading in one 
of the rooms. Boffo asked her when the nightingales 
sang. “Ah,” she replied, “all night long.” 
*% * *% 

My few belongings being deposited in my room, I 
took my stick and started out for a jaunt of inspec- 
tion. There were not only several small hotels in 
Barbizon, but there were many villas in their wall- 
inclosed gardens. These gardens were a mass of 
many-hued flowers. I learned you can lease a large 
villa with its garden for the entire summer season 
for about $150—about $30 to $40 per month. The 
low rentals in Europe are most surprising. With all 
the war taxes, rents are so low that they are almost 
unbelievable to an American. Barbizon, please re- 
member, is only about an hour from Paris, but I imag- 
ine it is not fashionable now. It has been the haunt 
of artists. The enormous north windows in the villas 
indicate the artist colony. The artists are hard hit 
by the times—the villas are for rent. What a place 
to come and rest, read and write! A small income 
here would be a fortune and if you became weary of 
the simple life, there is Paris close at hand. 

“tk % * 

I wandered along a road into the forest. There 
were ferns everywhere.. The sunlight streaming in 
patches through the green of the trees was lovely. 
But in this paradise, as in all paradises, there was a 
fiy in the ointment. This fly was gnats. There were 
millions of them. Boffo told me, “The wet weather. 
They will soon pass.” 
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In Boffo’s guest book was the autograph of the 
Prince of Wales. Two Australians came along later 
and wrote their names alongside of that of the Prince. 
“Some are born great; others achieve greatness.” 

% 

Mine host took me up the narrow stairs of the old 
inn to Stevenson’s bedroom. It was a little mean room 
—only one window. There was the short, narrow bed 
where the great writer slept. On the walls were sev- 
eral of his letters, also his picture, as well as letters 
and cartoons by the sculptor, Saint Gaudens. When 
Stevenson lived here, his board and room cost him 
three francs per day—at the time, fifty-seven cents. 
“R. L. S.” is buried on the Island of Samoa—-a far 
cry from Barbizon. He hated cities and always every- 
where sought the peace and quiet of out-of-the-way 
places—genius blooms in solitude. 

In Boffo’s guest book I wrote from memory what 
“R. L. S.” wrote in “El Dorado”—To travel hopefully 
is a better thing than to arrive, and that journey is 
the happiest where the journey itself is part of the 
destination,—the true success is to labour.” 

Oh, that dinner! Those wines! Suffering Europe! 
Suffering America! Europe has no money but every- 
thing good that money can buy. America has the 
money but little worth while to spend it for! It was 
amusing to watch my fellow dinner guests. There 
were several parties. In France they can be gay with- 
out being noisy and rough. Boffo was everywhere. 
He saw to every want. Comely Madame Boffo kept in 
the background. She saw to the girls who served the 
food. The guests were Russians, Roumanians, French 
and Americans. Boffo went to his garden wall, 
plucked a rose and presented it to one of his attrac- 
tive women guests. A fortune is waiting Boffo in 





America. 


(Continued on page 77) 
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Millet painted life as he knew, lived and saw it. Just across the street from Boffo’s Hotel is the old studio and home of 


the now famous painter. 


Here he raised his nine children in what must have been the simplest sort of surroundings 





HARDWARE AGE 


July 15, 1926 


Let's Not Look for This Substitute! 


By Harry Botsford 


HIS is the land of the Substitute. 
American ingenuity plus a capacity for tedious 


research and endless experimentation has shown a 
peculiar talent for bringing to light a great array of 
substitutes. Nearly all of these substitutes have filled 
specific needs and have had a general adoption. The 
composition roofing shingle is rapidly displacing the 
expensive and combustible wodden shingle. The auto- 
mobile, the tractor and the motor truck have definitely 
relegated Old Dobbin to the background. Vegetable 
shortening, in some of our best homes, is taking the 
place of commercial lard. The typewriter has cut down 
on the output of pencils and pens. The adding machine 
and the calculating machine have made accounting 
mostly a matter of punching a series of numbered keys. 
Artificial silk is. now enjoying something of a popular 
vogue. The mechanical player piano, the phonograph 
and the radio are substituting for the skilled individual 
playing once common in American homes. Many of our 


foods and drinks are synthetically flavored and colored. 
An artificial camphor is giving us cheaper paints. Wall 
board is popular and is, to some extent, displacing plas- 


tered walls. And so it goes; every year sees a dozen or 
more substitutes launched and promoted. 

This is the land of the Substitute. 

The substitute has its place in our scheme of things. 
3ut the complex may be carried too far. We have, for 
example, entirely too many people who are looking hope- 
fully for a logical substitute for work. Of course, they 
never find it! But they keep right on seeking, schem- 
ing, experimenting and, in the process, they cause a lot 
of trouble for a sober world. 


Cause of Trouble 


Most of the trouble and suffering in this world have 
been caused by that small but busy minority who have 
been diligently seeking a substitute for work. Even 
nations have fallen under the siren spell of the possi- 
bility of securing prestige, territory and power without 
grace of work. If my history is not entirely faulty, 
Germany suffered from this malady. She is still re- 
cuperating—and will be for a long, long time. 

Practically every commercial failure is, in the final 
analysis, caused by the alleged leader of a certain busi- 
ress wasting his time, thought and substance in a 
search for a substitute for work. Behind every crooked 
stock promotion scheme, behind every off-color commer- 
cial plan, there is the misdirected genius of some man 
or men who feel that they have found the substitute. 
Go into any field of endeavor: business, professional, 
industrial, and scan the failures, and you will find this 
complex responsible for endless misery, suffering and 
unpleasantness. The lawyer who relies on his own 
ready wit to win a case rather than on hard and diligent 
»esearch work, the painter who enters a hastily prepared 
canvas in a great salon, the salesman who relies on a 


nimble brain rather than fundamental knowledge of the 
goods he is selling and the actual needs of the purchaser, 
the merchant who still cleaves to the ancient “Caveat 
Emptor” precepts, the manufacturer who believes that 
quality may be slighted in some detail in the manufac- 
turing process, the student who gets a grasp on funda- 
mentals rather than a thorough insight into principles 
—they are all seeking substitutes—and in the long run 
they fool no one but themselves. 

There’s something ironic about these folk who seek 
the substitute for work—-something ironic and sardonic. 
Truth is, they work harder seeking the substitute for 
work than they would if they simply and honestly ap- 
plied the very thing they are trying to eliminate. That 
is the amusing angle of the situation. 


Waste of Time 


There is a terrific waste of time and energy to this 
business of seeking a substitute for work. Fifteen 
years ago I made my first visit to Pittsburgh. My at- 
tention was directed to an auction bell being rung in 
front of a small store, the entire front of which was 
covered with a banner that proclaimed that a “Genuine 
Closing Out Sale” was in progress. Each succeeding 
year I have been in Pittsburgh I pass that little store— 
the banner (sometimes a new one) still flaunts its mes- 
sage. The bell rings as of yore. Crowds still congre- 
gate in front of the store. But the buying isn’t very 
brisk. The auctioneer still cries out his high-pressure 
sales talk and waves the gaudy and cheap goods before 
the crowds. The store is not doing a brisk business. 
It never has in my opinion. In the meantime the neigh- 
boring stores, putting a premium on hard work, have 
stocked and sold only honest and dependable goods. 
They, have grown in prosperity ; some of them_have been 
forced to move into larger quarters to’ accommodate a 
growing trade. They have been lifted,.by grace of 
work, from the obscurity of the ‘side'streetto the plate 
glass of wider and busier thoroughfares; But the 
“Genuine Closing Out Sale” goes sadly on. The perse- 
verance some of these seekers show in their search! 

Grown men, sensible men, do not believe in fairies; 
in their childhood they put away a belief in Santa Claus, 
and few intelligent folk hold to silly superstitions. Yet 
there always remains that troublesome’ mifiority. who 
believe that it is possible to find a substitute for work. 
They continue to waste time, energy and thought on the 
subject. The annoying part is that they also insist on 
wasting my time—and yours. 

It is one minority I hope never organizes! 





The twenty million cars on the road today represent 
the big accessories market. The new cars—regardless 
of the equipment which goes with them—add to that 
market and make it bigger for the coming years. 
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The Grost Hardware & Supply Co., Milwaukee, Wis., finds that by having women clerks in its electrical appliance 


department it can easily increase annual sales and turnover of this line 


Women Clerks Sell Electrical Goods 
Backed by Guarantees 


Annual Sales of Milwaukee Firm Total from $35,000 to $40,000 in Electrical Appliances Through 
Intelligent Merchandising Methods and Guarantee of Goods 


HAT does the average housewife know about 

\ \ electricity? Not a whole lot, perhaps, but 

she can soon learn all she needs to know. For 
example, the many store and home demonstrations 
of electric washers have made most women familiar 
with the operation and while a knowledge of tech- 
nical terms is lacking, the care and principles of the 
thing are no longer a mystery. However, smaller 
electrical appliances, such as toasters, waffle irons, 
percolators, heaters and the like, have not been given 
so much attention and as a result some dealers com- 
plain that their sales on these items sometimes lag. 

The Gross Hardware & Supply Company of Mil- 
waukee, sell annually from $35,000 to $40,000 worth 
of small electrical appliances from an average stock 
of around $3,500. These figures are for table appli- 
ances only and do not include such items as washers, 
ironers, vacuum sweepers or installation material. It 
has been the experience of the store that these 
smaller appliances sell well the year around with 
December and May the peak months — the former 
gaining its volume through gifts for the holidays and 
the latter month through the beginning of the warm 
weather when electrical goods are particularly popu- 
lar. Last year December sales reached a total of 
$7,000 and May $5,000. 

The electrical appliance department is located on 
the main floor of the store and near the front en- 
trance. Women clerks are employed in the depart- 
ment largely because they can talk to the housewife 
in terms that can be understood and not become tech- 
nical. There is something almost pathetic in watch- 





ing a man clerk try to explain the advantages of an 
electrical waffle iron, when both the clerk and the 
customer know that he never made a waffle in his life. 
Another element in selling electrical appliances is 
the fact that the average woman customer wants 
something more than a mere verbal assurance that 
the article will be satisfactory. Consequently the 
store has a guarantee-form that covers all appliances. 
This form only guarantees the heating element in the 
article and specifically waives responsibility for such 
things as broken cords or loose connections which are 
invariably the result of carelessness or abuse on the 
part of the customer. This form has been found to be 
a large help in closing sales and not only protects the 
customers but also protects the store from unrea- 
sonable and unjust claims. } 
| SAVE 


“~“ GUARANTEE 


THIS ELECTRICAL APPLIANCE KNOWN AS 





No. 


NOME OF AATICLE ; 


is guaranteed for one year from this date 


| SUBJECT TO FOLLOWING CONDITIONS 





f 1. Only the heating clement is guaranteed, apd if defective will be replaced in 
our repair shop if possible, otherwise it will he sent to factory for repairs. 
2 No other parts, such as broken cords or loose connections will be replaced 
or repaired ander this guarantee. 
3. No replacement will be made unless ace ompanied by this guarantee slip 


Gross Hardware and Supply Company 


216-220 THIRD STREET, MILWAUKEE, WIS. 








Form 142. a§00. 2 
A facsimile of the guarantee given by the Gross 
Hardware & Supply Co., Milwaukee, Wis., with 
every sale of an electrical appliance 
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Builders’ Hardware 
Door by Door 


What You Should Know About Merchandising 
and Selecting It 


EDITOR’S NOTE.—This is the first installment of another 
series of articles dealing with builders’ hardware which 
will appear in HARDWARE AGE every two weeks. The 
author, W. N. Thomas, has had a long and varied expe- 
rience with the line, knows it in all its branches and is 
particularly qualified to impart his knowledge to the man 
behind the counter. Mr. Thomas was the author of “Build- 
ers’ Hardware From the Ground Up,” 
serially in HARDWARE AGE some time ago. 
stallment will appear in the July 29 issue of HARDWARE AGE. 


which appeared 
The next in- 


W.N. Thomas 


N the merchandising of all classes of goods it is 
| generally recognized that the most important quali- 

fication of a successful salesman is to “know his 
goods.” No matter what a salesman has to sell, his sell- 
ing possibilities increase in proportion to his knowledge 
of the goods. The prospective buyer is particularly 
sensitive to this qualification in the salesman. Its pos- 
session is quickly noted and appreciated and creates a 
confidence in the salesman that cannot be gained in any 
other way. The lack of knowledge on the part of the 
salespeople of the goods for sale, and of their proper 
application, general use, and possibilities, is one of the 
most glaring deficiencies in all kinds of retail stores. It 
is to this lack of merchandise knowledge that a large 
bulk of the “lost sales’’ may be charged. One finds it 
more or less apparent in almost every store. 

There probably is no class of store where a thorough 
knowledge of the goods for sale is so necessary as in a 
hardware store, because there probably is no class of 
merchandise with which the average purchaser is so un- 
familiar and needs to be intelligently guided in his 
selection so that the sale may give enduring satisfaction. 

Know What Theyre Buying 

A man buys his clothes, his hats, his shoes and haber- 
dashery with a confidence born of a knowledge of what 
he is buying. He buys them often. 

A woman selects her dresses, wraps, hats and shoes 
with a sureness that demonstrates her familiarity with 
the materials and styles. She buys the regular home 
supplies with assurance, she knows the quality and 
price. But for all these things with which men and 
women are sure they have a thorough knowledge, they 
are always anxious to make their purchases from the 
salesman who “knows his goods.” For notwithstanding 
their knowledge of the goods they are buying there are 
always many questions they ask, many things they want 
to know, and they are not satisfied unless they get real 


information. 
If this is true of the things with which people are 


most familiar, how much more is it true of the things 
they buy less frequently and about which they know 
much less. 

The average purchaser approaches the salesman in a 
hardware store without a very clear cut idea of just the 
thing he wants. He has a condition to be met, a particu- 
lar thing to be accomplished, but he is not quite sure 
just what is the proper and best article to meet his re- 
quirements. He wants to find a salesman who can in- 
telligently and knowingly advise him in his selection. 
He wants to know “why is this better than that?” 
“What is it made of?” “How does it work?” “Is it of 
a standard make?” A satisfying answer must be forth- 
coming for these and many more questions. While this 
purchase is being made customer’s attention is at- 
tracted by articles on display. If the salesman is 
familiay with the goods an interesting and instructive 
conversation may produce sales in addition to the spe- 
cific article for which the customer came. 


For a New House 


In the matter of hardware for a new house, for a 
bank, a hospital, a hotel, the person making the selec- 
tion usually needs considerable expert assistance. He 
needs help in the selecton of just the right locks for the 
various doors, of a suitable design so the hardware may 
have the appearance of belonging to the architectural 
style of the building. What material and finish will 
give the best effect and service? Should all the items 
be of solid brass or bronze, or may certain ones be 
properly of some other material? If it is necessary to 
keep down the cost, where may the economies be made 
with the least objectionable results? 

A really successful “builders’ hardware” salesman 
must be able to give advice and lend a guiding hand in 
all these things and many more. His knowledge must 
be so applied that he not only lands the sale, but the 
customer must like it, and continue to like it, so he will 
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Myron S. Wright, the radiotrician of the Hightstown 
Hardware Co., is a member of the A. R. R. L. 


ware merchant, K. O. Baird told us recently. 
He is the sole proprietor of the Hightstown 
Hardware Co., Hightstown, N. J., whose radio depart- 
ment’s annual sales volume runs between $7,000 and 
$8,000. Hightstown has‘a population of 2700 within 
the city limits but this store caters to the people 
living in Ocean and Monmouth Counties, with a sell- 
ing radius of about 25 miles. The radio department 
is in the front of the store on the left hand side. 
Myron §S. Wright, has full charge of the radio de- 
partment. He does the buying, selling, installation 
and handles all inquiries and adjustments. His busi- 
ness card reproduced with this’ story, indentifies 
Wright as a Radiotrician, a member of the American 
Radio Relay League and the owner of Radio Station 
3R-O. Since 1910 he has been a real radio fan experi- 
menting with new hook-ups, fishing for distance, broad- 
casting and generally digging into the new unknown 
powers of the ether. With this thorough technical 
background one might suppose that Myron Wright 
would talk along scientific lines when discussing radio. 
Far from it, however, as he is just as keen on merchan- 
dising radio as in experimenting. He was most em- 
phatic when he said “Folks buy radio equipment for 
entertainment and not to study a new scientific wonder.” 


Rie is the salvation of the small town hard- 


Inventory 


The Hightstown Hardware Co. radio stock inventories 
at about $2,000, including sets selling from $22.50 to 
$575 complete. This company obtains full list price on 
all radio sets and parts. Each piece of major equip- 
ment bears a sticker or plate advertising the Hights- 
town Hardware Co. On bottles containing distilled 
water a special advertising label is used. Chargers, 
B Batteries, speakers, tubes, aerial equipment, storage 
batteries, dry cell A batteries, lead in wire, insulators, 
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Straightening 
the Sales Curve 
with Radio 


Home Demonstraiions Enable Hightstown 
Hardware Co. to Sell Between $7,000 
and $8,000 Annually in Radio 


and Accessories 


hydrometers, volt meters, and such parts as sockets, 
condensers, coils, panels, bus wire, markers, battery 
harness and radio tool kits are included in the stock. 
Wherever possible the store sticker is used on these 
parts or on the carton. With B batteries, tubes and 
other equipment which may depreciate in time, a code 








The radio stock of the Hightstown Hardware Co., 

inventories at about $2,000, and sets range in price 

from $22.50 to $575 complete. Above is a corner of 
the firm’s radio department 
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Hightstowa, N. J..-y"#444... 1 O ee 
This is to Certify, Hhat I have this date received and rented of nIGH L[QWN HA ARE Se F K. O. hy 
we which are valued at § / 0 & Flor the peri ot UWE. 6444 othe 


the goods described in the annexed sche] 
3 oo ; J 
irom date hereof, for the sum of §. xm... deposit and for the further sum of $.7 57. . xq. . .per ’ 


10 be paid-promptly at the ofiice of HIGHTSTOWN HARDWARE COMPANY, K. O. Baird, Hightstown, a during 


the continuance of this agreement. 
And the lessee agrees to pay said several sums promtly and not lo remove the property from his or her premises without the consent 


i writing of the lessors. 
It is distinctly understood that this is a contract of renting only and not a éale, conditional or otherwise, and that the whole contract 


ipressed in this instrument. 

If the lessee shall faithfully keep his agreement and make all the payments therein stipulated when due, then after the pay- 
ment of the last installment of rent the leesee at -his or her option may purchase said property by paying the lessors one cent pur- 
chase money. If the lessee does not keep the above agreement, it is understood and agreed that he or she — return said pftoperty 
to the lessors on demand, without process of law; and the lessors are authorized to enter the lessee’s premises by his agent or agents 
tid remove the same provided the lessee does not voluntarily surrender it. a 

If default shall be made in the payment of any installment or rents aforesaid, then the whole of the remaining rent shall be- 
come immediatety due and payable; and I, the lessee, do hereby authorize any attorney or any court of recor of this country or 
clvew here to enter and confess judgment for the fyll amount of rent as aforesaid, with cost of suit and attorney's commission for 
collecting, release of all errors and without stay of execution; and I do hereby waive the right and the benefit of any law of this or 
any other State, exempting property, real or personal, from sale, giving full liberty to sell the same on fi. fa. with release on all errors 





therem, 


x _Agent. 
x 


In presence of 


C iy. 


ifs -.....e 48 paid on this lease within .. 
for the entire rent agreed to be paid, 








mark is used for indicating the time of purchase. This 
mark enables adjustments to be handled without loss 
when the customer has a faulty memory or a none too 
particular regard for the lapse of time. 

.With a one-third down payment a customer may have 
a five-day trial, returning the set and recovering his 
deposit if the equipment does not prove satisfactory. 
Wright avoids store demonstrations believing they dis- 
tract customers in other lines and that people coming 
and going distract the radio prospect. 

He prefers to carry a portable set to the home of the 
prospect, demonstrate the set in the home atmosphere, 
with as many of the family present as is possible. He 
has sold 95 per cent of all prospects who permitted a 
home demonstration. He makes no attempt to bring a 
large set with batteries and speaker but prefers to have 
the prospect consider radio entirely as a medium of 
entertainment. When the portable set puts up a good 
demonstration, he can always comment on the fact that 


Street and No... 


SCHEDULE 


In witness whereof I have hereunto set my hand and seal the day and year first above written. 


Phone No..... 


days from date the lessor agrees to accept it in full payment 


It will be observed that in this form 

used by the Hightstown Hardware Co.. 

Hightstown, N. J., in its partial pay- 

ment sales, the interests of the seller are 

thoroughly safeguarded and the possi- 

bilities of a legal contest arising are 
obviated 


a regular house set with aerial, large batteries and a 
gocd ground connection will give even better perform- 
ance. 

Through demonstrations with portables Mr. Wright 
sold five machines at $300 each in January. He carries 
three lines of receivers and five lines of speakers to 
allow a range in price and some leeway for individual 
taste. The first week of last December he sold forty- 
four sets, among which were only three time payment 
sales. Myron does not encourage time payment buying 
but arranges deferred payments when requested by 
responsible parties. 

During the past Christmas season the December busi- 
ness was about $3,000. During the first two weeks in 
March sales were about $600. During the average 
summer season there will be four or five portables suld, 
a good sales on parts and some good business on com- 
plete sets. Mr. Wright has his largest volume between 
Sept. 1 and April 30, but during the other time he is 
working up new prospects, pushing the small and port- 
able sets for use in country homes, summer bungalows 
and on camping or touring trips. 





(Continued on page 80) 
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Two Sides to Instalment Selling 


Any plan of doing business can be abused but the plan should not be con- 
demned because it is abused—A pplication of modern methods 
essential if merchant expects to remain in business 


By Hamp Williams 


plan of selling; it is all right as long as the prin- 

ciple is not abused. The most failures of banks are 
caused not by too much credit, but by too many frozen 
loans. They may have sufficient notes receivable but 
cannot collect them. The same with merchants; they 
sell goods to irresponsible people because they are over- 
anxious to increase their volume. They also sell too 
much to customers who would pay if they could. There 
are many causes for these delinquents—over-buying is 
one of the worst, and the merchant is to blame largely 
for that. 

Most people in this country are honest, but don’t 
know how to get along. They buy more on a credit or 
on the instalment plan than they can pay for. A 
farmer, for instance, figures in the beginning of his 
crop that he will make a bale of cotton or fifty bushels 
of corn to the acre, which may be too much; but he buys 
on that basis if the merchant will permit it. On the 
other hand, if the merchant is a good business man he 
will not sell that fellow any more than he can pay for, 
and instead of leaving it to the farmer, who, like many 
merchants, is not a good business man, he should make 
a thorough investigation of his customer’s ability to 
pay the obligations he has already made, together with 
what you sell him, and upon the same basis, the instal- 
ment plan of selling is just as safe as any other form 
of credit business; in fact, it is better than the ordinary 
credit system. 


[inten of sen plan of selling is like most any other 


Plan Abused 


Any plan of doing business can be abused but the 
plan should not be condemned because it is abused. The 
great majority of automobiles are sold on the instal- 
ment plan and there are hundreds of financing com- 
panies who are anxious to buy these obligations and 
pay the cash for them if the proper amount is paid on 
the machine in advance. These finance companies do 
not know the makers of these notes, they look at the 
security—if it is sufficient, they buy it and they collect 
and make money, but here is a fellow who has been 
making an investigation of retailers’ competition, and 
he says that 95 per cent of them say the principal com- 
petitor of the hardware retailer is the automobile. If 
that is true of the independent retailers, why does it 
not apply to the chain stores and mail order houses, 
whose sales and profits are increasing by the millions 
of dollars every year and have since 1920? It seems the 
automobile business has not hurt them and they get the 
cash. Evidently not all the money is used in the pur- 
chase of automobiles. 

You might as well say for us to open up a chain of 
stores. They are all making money and we would, too, 


if we had the capital; and now back to instalment sell- 
ing. We contend that the instalment selling plan is pretty 
nearly the same as the credit system, and is all right 
if not abused, but it is hazardous to sell goods on the 
instalment plan which have no resale value, and in that 
instance the sale should be considered and handled the 
same as any other credit sale, looking to the purchaser 
for the faithful performance of the contract, rather 
than the merchandise. A man may buy a wedding ring 
on instalment for his intended wife. He pays as long 
as she stands hitched, but if she cancels the matrimonial 
contract and refuses to return the ring, that within 
itself automatically stops the instalment payments, un- 
less the purchaser is good for his debts, and, in the 
event he is, he will continue to pay and look for another 
sweetheart who is able to buy her own wedding ring, or 
is willing to wait for the ring until the preacher uses it. 
in closing up the deal. 
The Plan 

A man buys a suit of clothes on the instalment plan. 
They are stolen or destroyed in some way. If he is 
good for his debts he will continue to pay. The credit 
and instalment selling represents 50 per cent to 60 per 
cent of the sales of the independent retail stores of this 
country. Take that away from them and they are out 
of business. How many farmers in this country could 
make a crop if it were not for the banks and the inde- 
pendent retail stores? Summing it all up, “Printers” 
Ink,” May 27, gives,the best summary of the argu- 
ments used pro and con of instalment selling that we. 
have seen. It says, in part: 

“Hundreds of articles have been written, scores of 
arguments have been put forward, and the debate at 
this writing goes merrily on. 

“Is instalment selling a good thing for the consumer: 
and for business? Yes and no. Circumstances of many: 
kinds must dictate the answer, which is dependent upon 
the commodity offered, the type and circumstances of 
the person who buys it and the terms upon which it is 
sold. 

“From a great many different sources we have col- 
lected statements for and against instalment selling. 
No claim is made that the arguments presented are com- 
plete. It is probable that no set of arguments on this 
subject ever will be complete—the last word will never- 
be said.” 

So after all has been said and done those who are 
making money selling on the instalment plan will con- 
tinue regardless of what effect it has on business gener- 
ally, and those who are losing on the instalment selling 
plan or from the effects of the other fellow selling on 
that plan, will, we hope, close out his business before 
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he goes into bankruptcy. Arguments and optimism will 
not save you. It requires more these days. Find out 
what is necessary to make your business a success and 
apply the remedy. The only way we can control com- 
petition of any kind is to adopt present day methods of 
buying and selling, and if you haven’t capital sufficient 
to finance a profitable business of the kind you have, 
you might as well quit now before you lose what you 
have. 

To be successful we must have trained salesmen, buy- 
ers, accountants, store and window-display artists, ad 
writers, etc. The salesmen in independent retail stores 
of this country had better begin to take an inventory 
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of themselves now. Chain stores and mail order houses 
use girls, mostly at $10 to $15 per week, to hand out 
their merchandise; four, six, eight and ten dollars a day 
paid to the ordinary salesmen such as are found in a 
great majority of small retail stores, is going to play 
out. They are booked for elimination the same as the 
store in which they are working, and in a good many 
cases, they are going to lose their jobs to make place for 
real sure-enough trained salesmen. 

How many retail merchants actually know the profits 
derived from each of their salespeople, separately. A 
good many salesmen are holding their jobs on friend- 
ship. 


Removal Sale That Reduced Stock 
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HEN Money & Goldstein, hardware retailers 
\ \ in Santa Rosa, Cal., moved from Mendocino 

Avenue to 518 Third Street, they held a 
thirty-day sale and reduced their stock $3,000. They 
did it with newspaper ads (which are reproduced 
herewith), circular letters and a few “trade teasers.” 
The newspaper ads speak for themselves, the circu- 
lar letters were price lists and elaborations of the 
newspaper ads, and the “trade teasers” were articles 
bought as bargains and sold as bargains, but, and 
this point should be remembered, they were sold at a 
profit. They were not given away. 

When the partners decided that they would have to 
move to larger quarters, and the new location had 
been selected, one of the partners called on all of 
the firms from which they bought goods. He told the 
salesmanagers of these firms what he and his partner 
planned to do and why. He then asked for a special 
price on one popular article of merchandise in order 
that he could offer it as “a leader,” so to speak, to 
get people inside the store. In most cases he was suc- 
cessful. These “leaders” were featured in different 
parts of the store. Every article in stock was on dis- 
play, and every item was price marked. The store 
was decorated, streamers were pasted on the outside 
of the windows, and everything was done to induce 
people to come inside the store to buy. 

On Oct. 15, 1925, the local newspapers carried big 
black question marks over the Money & Goldstein 

















name. On Oct. 22 the announcement was made—“We 
must move.” On Nov. 1 the sale started. On Nov. 
15 the newspapers carried the information that the 
“removal sale was still on.” On Nov. 22 special prices 
were advertised. On Nov. 24 the people of Santa 
Rosa were warned that there were “only four days 
more of the removal sale specials.” On Nov. 26 the 
partners announced in the newspapers that they were 
thankful to their many customers; that they were 
moving, but that the removal sale prices were still on 
at the Mendocino Avenue store. 

On Dec. 3 it was definitely determined that $3,000 
worth of stock which would not be replaced had been 
disposed of during the thirty days of November, that 
cash sales amounted to nearly $4,000, and that the 
amount of money that had been spent on advertising, 
both newspaper and circular, had only been $51 in 
excess of the regular monthly advertising appropria- 
tion. 

The removal sale was immediately followed by an 
opening sale in the new store which lasted one week. 
It was successful, but in comparison with the re- 
moval sale it was small. Then came the Christmas 
sale. Balancing up at the first of the year the part- 


ners found that they had made a very tidy profit, be- 
sides having moved to larger quarters, gained new 
customers and established a sales record that they 
themselves admit will be difficult to pass in any single 
month this year. 
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for ivory. 


When we see some people we wonder 
why it is necessary to send to Africa 











Another clever deal put over by the 


“canny” race.—From H. N. Nelson 
(Enterprise Electric Works, San Fran- 
cisco, Cal.) : 

“A Scottish gentlemen went to his 
banker to make a loan of $10, offering 
as collateral a Liberty bond for $1,000. 
When the deal was completed the 
banker asked the Scottish gentleman 
why he wanted to put up a $1,000 Lib- 
erty bond as security for a $10 loan. 

“*Well, you see, a safe deposit box 
costs me $4 a year. This way you keep 
safely the bond for me and I pay you 
60 cents a year interest. .I make $3.40 
per year.’ Oi! Oi!” 


os 


Mrs. W.: “Nora, was the butcher im- 
pudent again when you telephoned your 
order this morning?” 

Nora: “Sure, but I fixed him this 
time. Oi sez, ‘Who the hell do youse 
think you’re talking to?~ This is Mrs. 
W. talking’.”—B. O. & M. Association. 


“Well,” said the dying Scotchman, 
who was making his will, “you’d best 
put in a clause about my employees. To 
each man who has worked for me for 
twenty years I give and _ bequeath 
$1,000.” 

“But,” said the lawyer, “you haven’t 
been in business twenty years.” 

“T know, mon, but it’s good advertis- 
ing.” 


Maid: No, ma’am, Mrs. Hughes is 
out. 

Visitor: How fortunate! When I 
saw her peeping through the curtains 
as I came up the walk I was afraid she 
would be in. 


“There are two sides to every ques- 
tion,” proclaimed the sage. “Yes,” said 
the fool, “and there are two sides to a 
sheet of fly paper, but it makes a big 
difference to the fly which side he 
chooses.” 


“My son,” said the fond mother, “you 
must not shoot craps, for life is just 
as precious to the poor little craps as it 
is to us.” 





























She: Why don’t you get a haircut? 

He: I’ve only got fifteen cents. 

She: Well, fifteen cents’ worth off 
would help some.—Wisconsin Octopus. 








Has your order been taken? 
Yes, and so has Bunker Hill. 
—Yale Record. 


Waiter: 
Waitee: 




















“The guy that said, ‘The bigger they 
are, the harder they fall,’ is a liar!” 





The night was dark and the hour 
late, when the lone merrymaker ad- 
vanced unsteadily toward a large con- 
crete post. Gingerly touching the rough 
surface, he felt about until assured of 
a solid support and then leaned back, 
resting. After a few minutes, decid- 
ing again to pursue his alcoholic path, 
he turned and felt carefully about the 
surface of the post. Round and round 
he walked, never taking his hands off 
the concrete. 

Amazement gave way to despair and 
at last, sinking down to the pavement, 
he gasped: 

““My God, I’m walled in.” 


“That bane a yoke on me,” said the 
Swede, as the egg spattered down his 
shirt front. 


Doctor (to neighbor at banquet): 
“Do you suffer from neuralgia?” 

‘*No!”’ 

“I’m sorry!” 

“Sorry? Why?” 

“Because I have invented a certain 
cure for it.” 


The average pedestrian, says a 
writer, is a meek, long-suffering, pa- 
tient person. It is nice to hear a few 
kind words like that, when so many 
people seem bent on running him down. 
—Passing Show, London 


One Cannibal: S’matter, stomach 
ache? 
Two Cannibal: Yes, my wife dis- 


agreed with me.—M. I. T. Voo Doo. 


Gert: Why do you have so many 
wrinkles in your forehead? 

Bert: I used to drink out of a saucer 
when I was a baby. 


a 


“Hell, I’ve covered that ground be- 
fore,” said the onrushing blizzard.— 
Yale Record. 
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Question: Have you any information regarding the 
first use of the file? I was thinking of using some 
facts of this kind, providing I can get hold of them, 
in a window display? R. M., Wilmington, Del. 

Answer: Considerable interesting data on this 
subject has been collated by Henry Disston & Sons, 
Inc., of Philadelphia, Pa., and we are drawing on that 
company’s fund of information. Probably the first 
reference to the file is contained in the writing of 
Solomon, where he says “Iron sharpenth iron; so a 
man sharpened the countenance of his friend.” 

A more definite mention of the file is found in I 
Samuel, XIII: 21, which is supposed to relate to about 
the year 10938 B. C. This reads: “They had a file 
for the mattocks, and for the colters, and for the 
forks, and for the axes, and to sharpen the goads.” 

Homer also speaks of files in the Odyssey and al- 
ludes to their use in metal working. 

These, we believe, are the earliest references to 
the file. 


Question: We are thinking of using open top dis- 
play tables in our store, and would appreciate it if 
you could give us any suggestions for their arrange- 
ment on our floor, which is extremely narrow, not 
more than 25 ft. in width. R. McG., Tampa, Fla. 

Answer: This identical problem was answered 
some time in HARDWARE AGE by no less an authority 
on store arrangement than Frank Mappes. At that 
time Mr. Mappes said: ‘“‘There can be no standard 
layout, but as experience has taught me, there are 
more hardware stores with 25-ft. fronts than any 
other. I will therefore endeavor to present an ideal 
layout based on that sized room. 
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“I do not advocate putting highly polished and high 
priced small tools and articles of such nature, to 
which handling causes injury, on the display tables. 
Such items should be fixed on panels but there are 
thousands of items that lend themselves to basket 
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or table displays which will sell readily if shown in 
a manner that people can handle and note the prices. 
These include: 
Curtain Rods 
Electric Sundries 
Drapery Hardware 
Household Goods 
Food Choppers 
Woodenware 
Kitchen Ware 
Door Mats 
Leather 
Cut Soles 
Rubber Heels 
Brushes 
Canvas Gloves 
Sandpaper 


Steel Wool 
Household Paints 
Hammers 

Hatchets 
Wrenches 

Auto Pliers 

Auto Accessories 
Chamois 

Sponges 

Oilers 

Jacks 

Nonskid Chains 
Screen-Door Hardware 
Hasps and Staples 
Ete., ete. 


Question: How may I obtain my monthly sales 
ratio? R. M. T., Jamestown, N. Y. 

Answer: Take your annual sales and divide this 
figure into your monthly sales and you will find the 
percentage of your year’s business done during that 
month. 

The Utopia of all hardware merchants would be a 
constant business of 8 1/3 per cent per month, or 100 
per cent for the twelve months, but this is seldom or 
never obtained. 


Question: Some time ago I saw in HARDWARE AGE, 
I believe, “Ten Commandments for Electric Appliance 
Salesmen.” I am interested in obtaining these. Can 
you help me? B. R., Buffalo, N. Y. 

Answer: The “Ten Commandments” requested, com- 
piled by the Society for Electrical Development, are 
presented herewith. 


I. Know the appliances—what they will do and how they do it. 

Il. Know your customers. Old hands at selling classify all prospects 
as lookers or listeners and act accordingly. 

Ill. Discover and cater to the prime desire that promotes the prospect 
to indicate an intent to buy. 

IV. Keep away from talking watts, amperes, voltage and soe on. 

V. Do not refer to electrical appliances as “current-consuming” de- 
vices. 

VI. Always refer to operating cost of appliances in terms of cents 
per hour. 

VII. Show appliances in actual operation. 

VIII. Do not invite consideration of too many appliances at one time. 

IX. Always display the best appliance first. 

X. Attach to appliances tags showing price and cost in cents per hour 
to operate. 
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Walden-Worcester, Inc., 
and Stevens & Co., 
Complete Big Merger 


Will Be Known as_ Stevens 
Walden-Worcester Co., Effec- 
tive July 1—J. V. Critchley 

New President 


Directors of both concerns have ap- 
proved the plan to consolidate Walden- 
Worcester, Inc., of Worcester, Mass., 
and Stevens & Co. of New York, manu- 
facturers of shop equipment, under the 
name Stevens Walden-Worcester Co. 
Announcement is being made to stock- 
holders and the merger becomes effec- 
tive July 1. 

J. V. Critchley, president of Walden- 
Worcester, will become president of the 
new company in charge of production, 
while Louis Schwab of Stevens & Co. 
will be vice-president in charge of sales. 
Mr. Critchley has been active in vari- 
ous large enterprises in New England 
and is also president of Reed-Prentice 
Co., manufacturer of machine tools 
and chairman of the board of Graton & 
Knight Co. Mr. Schwab has been an 
outstanding factor in trade activities 
and is one of the pioneers in the shop 
equipment field. 

Stevens & Co. was established in 
1899 and has been associated with the 
automotive industry since its begin- 
ning. In 1920, Louis Schwab began the 
extensive development of Stevens 
Speed-Up Tools. By combining these 
two standard lines under enlarged fa- 
cilities, it is expected that substantial 





advantages will result in production 


and selling. 

Both companies have adhered to 
clean-cut policies of distribution, which 
will be maintained. No changes are 
likely in the sales personnel, and the 
intensive sales work planned for the 
combined lines in more limited terri- 
tories will probably require an in- 
creased sales force. 

The executive offices of the new com- 
pany will be centralized at Worcester. 


J. P. Eustis Mfg. Co. 


Issues New Handbook 


The J. P. Eustis Mfg. Co., manufac- 
turer of bathroom and lavatory acces- 
sories, 12-14-16 Ames Street, Boston, 
Mass., has just announced the publica- 
tion of its new handbook N. 

The new book is printed on very 
high grade quality of paper, contains 
eighty-four pages and double covers 
and fully illustrates and describes the 
company’s line of silver soldered ac- 
cessories for the bathroom and lav- 
atory, including several hundred styles 
and sizes in nickel plated brass and 
white finishes. 

The book also contains a frontispiece 
of a reproduction of the company’s 
present plant and an invitation to 
those interested to visit and inspect the 
plant in Boston. 
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Henry C. M. Thomson 


Henry C. M. Thomson Dies 


Henry C. M. Thomson, president of 
the American Hardware Corporation, 
New Britain, Conn., from 1913 to 1924, 
when ill health necessitated his retire- 
ment, died at his home in that city 
June 18, 

He was born in New Haven, Conn., 
in 1863. From 1884 to 1901 he was 
with P. & F. Corbin Co., representing 
this firm in Chicago. 

Mr. Thomson then joined the firm 
of Hoggson Brothers, New York, as 
treasurer, and remained with this firm 
until he became president of the New 
Britain company. 





John Stollberg Retires 





from the Stollberg 
Hardware & Paint Co. | 
John Stollberg, president of the 


Stollberg Hardware & Paint Co., To-| 
ledo, Ohio, and one of the oldest hard- 
ware men in the country in years of 
service, has disposed of a portion of 
his interest in his company to some of 


his younger business associates and | 
_will hereafter take a less active part | 
'in the management of the business. 


Mr. Stollberg has been in the hard- 
ware business in Toledo 52 years. 
After being employed in a store about 
5 years he established his own business 
in 1880. Among his present associates 
in the company are W. F. Stollberg, 
treasurer; John Mandler, sales man- 
ager and E. E. Teegardin, in charge 
of builders’ hardware. 

Some changes will be effected in the 
organization, but these have not yet 
been announced. The company, which 
for a number of years has been located 
at 416 Huron Street, will move within 
the next few weeks to new quarters 
at Monroe & Ontario Streets, where 
it will have one-third more floor space 
than is contained in its present quar- 
ters. The company’s activities are 
confined mostly to its wholesale busi- 
ness. However, it does some retail 





business. 
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H. P. Sheets Addresses 
Nat’l Education Ass’n 
At Phila. Convention 





N. R. H. A. Secretary-Treasurer 
Says School Arithmetics Neg- 
lect Vital Points in Dis- 
cussing Costs and Profits 


If boys and girls were to be guided 
by business methods as set forth in 
many arithmetics they would soon find 
themselves bankrupt, Herbert P. Sheets, 
secretary-treasurer of the National Re- 
tail Hardware Association, said in an 
address before the department of busi- 





Herbert P. Sheets 


ness education of the National Educa- 
tion Association at its sixty-fourth an- 


nual convention in Philadelphia, Pa., 


June 29. 

“A study of 110 arithmetics,” Mr. 
Sheets said, “shows that 96 of them 
contain 4560 incorrect business exam- 
ples as respects profit, percentages and 
other matters. In such texts you are 
likely to find that the boy who, in his 
first business venture, bought a pig 
for $1 and later sold it for $6, made 
a profit of $5. There is no thought 
given to the cost of feed involved in its 
raising.” , 

About 1400 teachers representing 
public, private, vocational and high 
schools and colleges and universities at- 
tended, coming from all States in the 
Union. 
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L. L. Campbell Buys the 
J. A. Sullivan Business 


L. L. Campbell has bought the re- 
maining interest of the late J. A. Sul- 
livan in the firm of J. A. Sullivan & 
Co. of Northampton, Mass. Associated 
with Mr. Campbell in the partnership 
will be George A. LaMontagne and 
Bruce Campbell, the proprietor’s son, 
who is a graduate of Williams College 
and has since been employed in the 
store. 
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Annual Sales Meeting 
of Wooster Brush Co. 
at Wooster, Ohio 


—_—— ——— 


President Walter D. Foss Pre- 
sides at Affair—Changes in 
Company’s Line and Export 

Program Discussed 


The annual sales meeting of the 
Wooster Brush Company was held at 
Wooster, Ohio, on July 1, 2 and 3. 


There being many changes in the | 


Wooster line this season, much of the 
time was occupied in going over these 
as well as new selling propositions 
which have been designed for the paint 
and varnish brush trade. 


The meeting was presided over by | 


Walter D. Foss, president of the com- 
pany. 
D. J. 


Foss, general manager, made 


talks on aggressive selling plans for | 


W. R. Foss, advertis- | Sinemet: ene 


the new season. 
ing manager, outlined the national ad- 
vertising campaign for ensuing years. 


LL. M. Rhodes, the company’s bristle ex- | 


pert, gave very interesting remarks on 


which he is particularly familiar, due 
to his regular trips to China, the source 
of practically all bristle for paint 
brushes. A feature of the sales meet- 


Parlin of the statistical department of 


the Curtis ishi i “1p | 
he Curtis Publishing Company on help- | 4 tralia on his return trip to New 


ing your customers to get their full 
benefit from national advertising. J. S. 
King and J. E. Wiley of the John S. 


King Company, Cleveland, advertising | 
| Pratt and Lambert, Inc., 


counselors for the Wooster Brush Com- 
pany, and also Mr. Faust of the Satur- 
day Evening Post led interesting dis- 
cussions. 

Quite a little attention was paid to 
the company’s export program which 
has been developing very rapidly in re- 
cent years. 
foreign markets only as well as the ex- 
port manager, V. A. Marus, were in 
attendance. 

A dinner was served at the Wooster 
Country Club on Thursday and Friday 
evenings. 

The sales convention adjourned late 
Saturday to attend the annual picnic 
of all Wooster Brush Company em- 
ployees and their families held at Chip- 
pewa Lake, Ohio. 


Grand Rapids Refrigerator 
Now Leonard Refrigerator Co. 


One of the pioneer refrigerator man- 
ufacturers in the country has an- 
nounced a change in name—The Grand 
Rapids Refrigerator Co., Grand Rapids, 
Mich. Effective July 1, this concern 
will be known as the Leonard Refriger- 
ator Co., Division of the Electric Corp. 

This change in name is in line 


with the recent merger of Kelvinator, | 














’ | is . ‘ g 
C. P. Foss, sales manager, and | distributor ( ' 
| ware specialties covering the New Zea- 
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Leonard and Nizer, which took place | 


_the first of the year. 


Simultaneously with the announce- 
ment of name change is another an- 


_nouncing the appointment of Henry W. | 
Burritt, formerly associated with the | 


Ford interests, to the presidency of the 
Leonard company. Other officers of 
the firm now are A. H. Goss, chairman 
of the board; C. H. Leonard, director; 
H. C. Leonard, vice-president and fac- 
tory manager; F. A. Harvey, vice-pres- 
ident and director of sales; Walter 
Whittier, vice-president and engineer; 
L. F. Fort, treasurer, and Merlin 


Wiley, secretary. 


New Zealand Hardware Man 
Visiting in This Country 


' 
' 
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New and Simplified 
Practice Program 
Effective Sept. 1 


Manufacturers to Reduce Varieties 
of Paint and Varnish Brushes 
from 480 to 139—To Adopt 
Uniform Measuring Methods 


Representatives of makers, distribu- 


' ters, and users of paint and varnish 


brushes, meeting under the auspices 





L. D. Paterson of Gibsons and Pater- | 


New Zealand, 
hard- 


Ltd., Wellington, 


of hardware and 


son, 


land and Australia territory, arrived at 
San Francisco, Cal., on June 10. 
visited Chicago, 


land, Pittsburgh, New York City and 


other major American cities in search 
of new quality lines adaptive to inten- 


conditions in the bristle market with | *”© selling in his territory. The policy 


of Gibsons & Paterson, Ltd., is to han- 
dle only first quality merchandise and 
on this basis has built a very large and 
well known business. Mr. Paterson 


> . ; . 5 > ° 
ing was a most interesting talk by Mr. | leaves this country July 15 and will 


visit England, Continental Europe, 


_Africa, India, Java, China, Japan and 


| Zealand. 





Six salesmen who cover | 











_ department. 
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Promotes Three Men 


Mr. | 
Cleve- | 





| A, 
| sented 


the producer and consumer. 





J. C. Roth has been appointed to the | 
position of manager of the central sales | 


division of Pratt & Lambert, Inc., suc- 


ceeding W. G. Andrews, who, recently | 


resigned to become general manager | 


and chairman of the executive commit- 
tee of the Tucker Rubber Co., Buffalo. 

Mr. Roth, who has been assistant 
manager, is succeeded by C. P. Cooke, 
formerly manager of the foreign sales 
J. EF. Maycock of the 
trade service department will succeed 
Mr. Cooke as manager of foregin sales. 


Sterling Grinding Wheel Co. 
Moves Executive Offices 


The Sterling Grinding Wheel Co., 
which is the abrasive division of the 
Cleveland Stone Co., Cleveland, has 
moved its executive offices from Cleve- 
land to its plant in Tiffin, Ohio. 

The abrasive division business has de- 
veloped rapidly under the leadership of 
the Cleveland Stone Co. officials and 
this has made it necessary for the closer 
executive supervision possible by mov- 
ing the executive offices to Tiffin. 


_ ferred two problems. 




















of the Division of Simplified Practice 
in the Department of Commerce on 
June 30, reaffirmed a reduction of va- 
rieties of these commodities from 480 
to 139, adopted uniform methods of 
measurement, and took further steps 
for a better understanding between 
The Sim- 
plified Practice program will go into 
effect on Sept. 1 and will be effective 
for a year. A. E. Foote of the Divi- 
sion presided and the program as de- 
veloped by the American Brush Manu- 
facturers’ Association was presented by 
S. Polk of Baltimore, who repre- 
a half dozen of the leading 
firms. 

The Standing Committee which will 
represent all three groups of the in- 
dustry includes Mr. Polk, chairman; 
D. J. Foss, Wooster, Ohio, and F. R. 
Maxwell, Philadelphia, representing 
manufacturers; T. A. Flynn, repre- 
senting the National Paint, Oil and 
Varnish Association and National As- 
sociation of Paint Distributers; Her- 
bert P. Sheets, representing the Na- 
tional Retail Hardware Association of 
the United States, for the distributers; 
Charles Macnichol, of the International 
Association of Master House Painters 
and Decorators of the United States 
and Canada, and J. M. Knowles of the 
National Association of Purchasing 
Agents, representing the consumers. 

To this committee the conference re- 
The first was ex- 
pressed in a motion to the effect that 
all flat type paint, varnish, calcimine 
and white wash flat painters’ dusters 
or brushes of similar type which in the 
past have been marked and labeled by 
number only should be marked in the 
future with width and dimensions in 
inches or fractions thereof in addition 
to the number designation.”’ 

The second, somewhat more of a tech- 
nical problem, was “That relative to 
oval varnish, flat oval varnish and 
oval sash tool brushes, it is the con- 
sensus of this meeting that the brush 
manufacturers should determine the 
proper dimensions for each number 
designation so that any brush of these 
types will conform to definite and uni- 
form ferrule dimensions; and that the 
American Brush Manufacturers’ Asso- 
ciation be asked to undertake such a 
determination and report its results to 
the Standing Committee of this con- 
ference for further action.” 
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J. R. Fillebrown Now 


President of Supplee- 


Biddle’s Q. Q. M. Club 


Banquet and Vaudeville Enter- 
tainment Feature of June 
Meeting—Women Mem- 
bers Visit Valley Forge 
During the recent outing of the Q. 


Q. M. Club of the Supplee-Biddle Hard- | 


ware Co., Philadelphia, at the Knights 
of Columbus Club on the Delaware 


River, at Eddington, near that city, | 


William B. Munroe, in conversation 
with a representative of HARDWARE 
AGE, pointed to the 263 men present as, 


“A lot of young fellows we hope to de- | 


velop into good hardware men—they 
represent the future of our business; 
we take a deep and personal interest 
in the advancement of each one and try 
to have them feel the same way toward 
our organization, in which every one 
here is really an important factor.” 
There was keen competition in the 
sporting events and the prizes were of 
exceptional value. At the stroke of 
12 the banquet hall became the center 
of attraction, where the well served 
menu was enlivened by an excellent 
entertainment provided by professional 
talent. The Q. Q. M. Club then went 


into session and election of officers for | 


the ensuing year. J. R. Fillebrown was 
elected president; Allen B. Barber, vice- 
president; Henry H. Hespen, secretary; 
William A. Price, treasurer. 

Rev. Dr. W. Barnes Lower spoke to 
the young men who are just entering 
their commercial careers, in which he 
cautioned them against wasted youth 


the 
janitor mop wringers has acquired the 
trade mark and right to make the 
“Easy Squeeze” line of mop wringers 
‘from the Peter Boller Machine Works | 
‘of Chicago, Ill., and will conduct the | 


AGE 


HARDWARE 





W. B. Munroe 


Under the guidance of Mrs. Mary L. 
|Gonaver and a committee, the female 
employees of the Supplee-Biddle Com- 
pany were conveyed in busses to the 
White Mountain Inn, Schwenksville, 
Pa., where the 110 present enjoyed a 
'day of sports and games followed by a 
'neatly prepared banquet. The home 
trip was made through Valley Forge 
wat the interesting country where the 


American troops made history during | 


the Revolutionary War. 


oe 


| Buys Peter Boller Mop 


Wringer Business 


The White Mop Wringer Company 
of Fultonville, N. Y., manufacturer of 
“Can’t Splash” household and 


and advised them to hew to the line of | business from the Fultonville plant. 


high ideals and loyal endeavor. 
A. C. James paid tribute to the men 
who served fifty years and over as ser- 
vice men who had won their laurels 
while advancing the commercial inter- 
ests of our country. 


Rev. | 
has a complete line of squeezer type 
|wringers and is in a position to take 
care of the very satisfactory increase 
'in the demand for this style of mop 
| wringers. 


With this addition the White concern 


succeeds Edward 
signed in June, due to his moving from 
Brooklyn to Westchester County. 


; 
} 





41 


H. A. Voigt Succeeds 


FE. F. Daily as Pres. 
of Brooklyn Ass’n. 


eo 


H. A. Cornell Speaks on Outing 
to Be Held July 15—R. J. 
Atkinson Reports Na- 
tional Congress 


H. A. Voigt was elected president of 
the Brooklyn Hardware Association at 
the regular monthly meeting held in 


‘the Johnston Building, Brooklyn, N. Y.. 


| 


Mr. Voigt 
who re- 


Thursday night, July 8&. 
F. Daily, 


Mr. 
Voigt was formerly second vice-presi- 
dent of the Brooklyn Hardware Asso- 
ciation. George Wachenfeld was se- 
lected to be the new second vice-presi- 
dent, filling in the gap caused by the 
elevation of Mr. Voigt. 

Secretary Robert Pearsall read the 





minutes of the previous meetings and 


| reported on all correspondence received 


by the organization. 
H. A. Cornell, president of the Met- 


_ropolitan Hardware Association, spoke 
'on the coming outing of the Brooklyn 


| 
| 


j 


| 
' 


Hardware Association which will be 


‘held at Hall’s Chop House, Centerport, 


L. Bus on July 15. 
R. J. Atkinson, newly elected vice- 
president of the National Retail Hard- 


ware Association, gave a very complete 


‘report on the recent National Congress 





held at Indianapolis. 


Sells Hardware Department 


H. A. Reed of Sterling, Colo., has 
purchased the hardware stock of the 
Ogallala Lumber Company at Ogallala, 
Neb. The Ogallala Lumber Company 
is planning on building an office for its 
lumber business, thus giving Mr. Reed 


_/more room for his hardware stock. 


Did It Ever Happen to You? 











AH-LESSON NOZ~ IT SAYS HERE 
THAT A SALESMAN CAN TELL A 


MANS OCCUPATION BY HIS LOOKS- 
SOUNDS INTERESTING / 




















HERE COMES A CUSTOMER: 
WUM~ HANDS STAINED- 
AND NO HAT- MUST BE A 
MECHANIC~- WATCH ME 

MAKE A HITZ 





OOD MORNING, SirR- 
MECHANICS TOOLS 
TO THE REARS . 





__ 
cee 








MECHANIC'S TOOLS 

YOUR GRAND MOTHER 
I'M A PHYSICIAN -AND 
| I WANT TO GET A 






WITHER SPoori’ 


RR 


DID 1T EVER | 
| HAPPEN TO 


s 
| eee 














A True to Life Cartoon Based on One of Llew Soule’s Experiences When a Man Behind the Counter 
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Tariff Commission Now Complete with Recess 
Appointments of Brossard and Lowell 


T 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


HE beloved Thomas R. Marshall, now gathered to his Fathers, 
was too much of a philosopher to take life too seriously. 
follows that as president of the Senate and as a student as well 


It 


as participant in politics, he did not get excited over professional 


quarrels between the Democrats and Republicans. 


Always reverent 


to a degree that was actually meticulous, he was no prude and 
therefore indulged his well-known sense of humor to a point that 
at times disturbed some of his sedate hearers whose sense of the 
proprieties was somewhat distorted. 


It was some years ago that the clos- 
ing session of Congress was at hand 
and the usual political brickbats were 
being thrown across the aisles in the 
Senate. It was the preliminary to a 
campaign. To raw _ recruits in the 
galleries it seemed that the epithets 
tossed around loosely by each side were 
meant at face value and badly strained 
the parliamentary rules. But Mr. 
Marshall, who once settled a learned 


discussion on international. affairs by | 


interrupting with the statement that | { 
|fact that his name was sent to the) 


what the world needed was a good 5c. 
cigar, knew the Republicans and 
Democrats alike were merely playing 
to the galleries and setting the stage 
for the political campaign. Hence, be- 
fore rapping his gavel as a sign of 
the end, he said that no doubt the 
Democrats—then in the majority— 
would go to the country viewing with 


pride, while the Republicans would go | 


to the country viewing with alarm. 

“And now,” he added as he raised 
the gavel, “the Senate stands adjourned 
Sine Deo.” There were those in the 
galleries who thought this was indeed 
impious coming from the President of 
the dignified Senate. There were even 
those who thought Mr. Marshall had 
mixed his Latin. But the Senate 
laughed, as did most others. Stickler 
for the formal, The Congressional 
Record unfaithfully quoted Mr. Mar- 
shall as saying sine dine. The humor 
of the thing therefore did not get to 
subscribe to that journal, well known 
for the fact that it carries more ad- 
vertising matter than any other pub- 
lication on earth. 

All of the foregoing leads up to the 


statement that Congress on July 3 ad- | ying 
_of the Commission, 


down, shows that the beautiful little 


journed very properly, as both Presi- 
dent Dawes of the Senate and Speaker 
Longworth of the House had their 
Latin on straight, and Mr. Dawes did 
not even cuss the rules or say any- 
thing about Helandmaria in a post- 
lude. But there was the usual faking 
among the Democrats and Republicans 
and alleged political scores to be 
settled. 

To the business world perhaps the 
most interesting thing in the closing 
hours of the Congress was the failure 


of the Senate to act upon the nomina- 
tions of Edgar B. Brossard of Utah 
and Sherman H. Lowell of New York 
State for membership on the Tariff 
Commission. Whereupon the Presi- 














| dent got up his dander and about two | 


hours after Congress had folded its 
tents, made recess appointments of 
both men. Both are Republicans. Mr. 
Brossard has been on the Commission 
since June of last year and was given 
a recess appointment at that time. The 


Senate, along with that of Mr. Lowell, 
before adjournment, gives him the 
right to serve the second recess ap- 


_informed Senators. 
failed to send his name to the Senate, 
however, and then made a recess ap- 
-pointment Mr. Brossard would not 
have been entitled to pay from the 
government. The same holds true if 
he had been rejected by the Senate and 
then given a recess appointment. Ap- 
parently there was no reason why both 
Mr. Brossard and Mr. Lowell should 
not have been confirmed. The only 


a 


-pointment with pay, according to well | 
Had the President | 











actual excuse given by those opposing 
| both appointees is that the’ President | 


waited several months and at _ the 
|eleventh hour submitted their names. 
In any case the Tariff Commission now 
‘is complete and can go along with its 
usual squabbles, or it can set out on a 
new path and attempt to proceed tran- 
quilly. The political bias of the tariff 
question, however, is so firmly en- 
trenched in the American mind that 

















mission moving along without fuss fur 
when simmered 


scraps that have occurred among the 
members have grown out of political 
bias. It is only fair to say that noth- 
ing has been presented to prove 
charges that certain members were at- 
tempting to serve interests in which 
they or their relatives have invest- 
ments. Both Mr. Lowell and Mr. 





Brossard are so-called farmer members | 
is | 


master of the National and New York | 


‘of the Commission. Mr. Lowell 


it is difficult to conceive of the Com- | 


and feathers flying. The investigation | 





Granges and is a practical agricultural 
economist; and a well known grape 
grower in New York. Mr. Brossard is 
also an agricultural economist, though 
not a real “dirt farmer.” 

It is said that rows between the 
majority and minority members of the 
Federal Trade Commission had a part 
in moving Judge Vernon W. Van Fleet, 
a majority member, to ask that the 
President accept his resignation. No 


_ doubt, however, Mr. Van Fleet, as he 


stated himself, was anxious to return 
to private practice of law. The Presi- 
dent regards Mr. Van Fleet so highly 
that he asked him to reconsider his 
action and remain on the Commission. 
Mr. Van Fleet agreed to do so for the 
present at least. He is known as a 
conservative member of the Com- 
mission. 


The parcel post offers American ex- 
porters a low-priced, convenient agency 
for shipping samples, catalogs and 
other advertising material to foreign 
countries, says a bulletin issued by the 
Department of Commerce. That ad- 
vantage is being taken of this medium 
is indicated by the fact that estimates 
place the value of parcel post ship- 
ments under $25 last year at approxi- 
mately $25,000,000. It is declared that 
a considerable proportion of this 
amount undoubtedly represents ship- 
ments of samples and advertising of va- 
rious kinds. While samples having a 
market value above a certain minimum 
are subject to the same rate of duty as 
levied on regular shipments of the 
same merchandise, European postal 
practice is declared to be noticeably 
liberal in its attitude toward the ad- 
ministration of these shipments. 





Passing upon a complaint of the 
Seneca Wire & Mfg. Co., Fostoria, 
Ohio, the Interstate Commerce Com- 
mission has handed down a decision 
holding that the failure of the carriers 
to establish joint rail-and-water rates 
on iron wire in carloads and less-than- 
carloads, from Fostoria to Savannah, 
Ga., and Jacksonville, Fla., while con- 
temporaneously maintaining joint rail- 
and-water commodity rates from Pitts- 
burgh, Pa., and from Youngstown, 
Cleveland and Greenwich, Ohio, to the 
same destinations, is unduly prejudi- 
cial. The Commission ordered the car- 
riers to put into effect on ore before 
June 15 rates which will not exceed 
by more than 2.5c. per 100-lb., the 
rates applying from Cleveland and 
Savannah. The carload rate from 


Cleveland is 45.5c., while the less-than- 


carload rate is 60c. These rates com- 
pare with 60.5c. and 82c., respectively, 
applying from Fostoria. 
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Tire Bolt Price List With Discounts 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with latest revision of 1923. Knowing your cost on these sizes 
and knowing the margin you wish to make on bolts, you can readily determine a price for any desired quantity. 
For example: On % inch Eagle Philadelphia bolts, 2 inches in length, let us assume you wish to sell at 33% off 
list. You would find the 2 inch column and run along until you were under the 33% off list discount, which in 
this case would be 100—-your selling price. Should you on the same number have a quantity order, you could quote 
40 or 50 off list by the same method. In this case the quotations would be 90 and 75 respectively. List prices are 


per 100. 





TIRE BOLTS TIRE BOLTS 
Eagle Philadelphia EAGLE PHILADELPHIA 


(14 Inch Diameter) (34 inch diameter) 
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Copyrighted 1926 by Hardware Age 
This is the thirteenth installment of a complete series of bolt charts to be published weekly. 
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General Market News 








Summer Hardware Is Active— 


Third Quarter 


Outlook Good— 


Collections Reported As Fair 


UMMER hardware merchandise is moving more actively in ioe 
important market centers 


The outlook for the third quarter 


is considered very encouraging. With the exception of a pos- 


sible recession in building activities, 


prominent hardware factors 


believe the next three months will equal the same period of 1925. 
Collections average fair throughout the hardware industry. Job- 
bers in various cities report an increased number of single orders 
and say that a majority of orders received are somewhat larger 
than they have been in the past month. 
There is some keen price competition reported on butts, sash 


cord and a 
fairly even and firm. 


Half-Year Record Compares 
Favorably with Similar 
Periods 


As the end of June approaches, it be- 
comes increasingly clear that the rec- 


ord of American trade and industry | 


for the half-year, says “The Guaranty | 
Survey,” will be found to compare fa- 
vorably with that of any similar period | 
in history. In a number of important 
branches new high records have been 
established, and in nearly all a consid- 
erable degree of stability at high levels 
has been maintained. 

Recent developments have served to 


emphasize the fact that the recession in | 


business activity since the early part 
of the year has not only proceeded in 
an orderly manner, but that it has been 
distinctly moderate in degree. 
respects the current movement is com- 
parable with that of the spring and 
summer of last year. Since 1923 these 
declines in activity, extending from 
early spring to late summer, have oc- 
curred with such regularity that they 
have come to be regarded as largely 
seasonal in character. 





Auto for Every Six Residents 
in United States 


In the United States there is an au- 
tomobile for every six persons. The 
entire population could take an auto 
ride at the same time. One out of 
every seventy-one persons in the world 
is now the owner of an automobile, the 
automotive division of the Department 
of Commerce announces. Most of the 


cars, moreover, are of American manu- 


facture, the report stated. 


Hawaii stands second for most mo- | 
_ Ames Shovel & Tool Co., 90 Ames 
| Building, 
/new price lists dated July 1. 

' are numbered 107, 108 and 109. 


tor cars per population, the ratio being 
one car to every eleven persons. Can- 
ada ranks third, with a car for every 
thirteen persons. 


In most | 


few builders’ hardware specialties, otherwise prices are 


At the other extreme, 


Auto Tires Reduced 
10 to 25 Per Cent 





‘s everal Manufacturers An- 
nounce Declines—Others Ex- 
pected to Make Similar Cuts 


Apparentiy because of the steady de- 
cline of rubber prices during the last 
eight or ten months, several manufac- 
turers announced important reductions 
in prices of tires and tubes last week. 
The new prices are approximately the 
same as existed before the three ad- 


- vances made last year, when crude rub- 


Afghanistan | 


is the land where an automobile is a 


| curiosity. 
every 1,200,000 of inhabitants. 
has four cars, one for each 225,000 
people; Abyssinia, one per 133,333 per- 
| SOns; China, one for every 31,671 of 
| population. 
In eighteen of the fifty-nine coun- 


There is one automobile for | 
Hejaz | 





tries considered, American-made cars | 


comprise 90 per cent of those in use. 
In seven other countries America sup- 
| plies 80 per cent of the automobiles. 

Countries in which American cars 
form but a small part of those in use 


are France, with 10 per cent; Germany, | 


| with 25 per cent, and Italy with but 
|2 per cent. 


Forecast Third Quarter Trade 
to Equal 1925 Record 





Business for the third quarter of 1926 | 


will, in general, continue in the same 
volume as for the corresponding period 
of 1925. This is the conclusion 


regular meeting of the Atlantic States 
Shippers Advisory Board held at the 
Ambassador Hotel, Atlantic City, June 
8. The meeting was attended by more 
than 500 shippers and railroad officials 
in the eastern States. 


forecast for the next three months on 
figures showing the actual number of 
freight cars which will be needed by 
specific industries to transport their 
products. 








Ames Issues New Prices on 


Shovels Dated July 1 


issued 
These 


Boston, Mass., has 


re-_ 
ported by 45 industries at the eleventh | 


ber soared. 

The Goodyear Tire and Rubber Com- 
pany, Akron, Ohio, announced reduc- 
tions, effective immediately, ranging 
from 10 to 20 per cent on tubes, and 
approximately 10 per cent on tires. 

The Dunlop Tire and Rubber Com- 
pany made reductions ranging from 10 
to 25 per cent. 

The Kelly-Springfield Tire Company 
announced reductions ranging from 2 
per cent to 20 per cent, according to 
size and test. Competitive reductions 
will be made immediately by the United 
States Rubber Company, the Fisk Rub- 
ber Company, and others, it has been 
reported. 

The B. F. Goodrich Co., Akron, Ohio, 
announced a reduction on tires and 
tubes which is said to eliminate all 
increases made during the past year 
on these items. 

At press time 


it is learned that 


| Kelly-Springfield, U. S. Rubber, Fisk, 


Dunlop, Goodrich and Miller have also 
reduced prices. 


7 Billion 1926 Estimate for 
Auto Products Sales 


The proportionate share of motor 
vehicle sales to the total automotive 
business increased slightly last year, 
although the sales of other units still 


_make up well over half the total, says 
“Trends and Indications.” 


The members of the board base their | 





It is estimated that the retail sales 
of automotive products for 1926 will 
approximate $7,200,000,000. Forty- 
four and two-tenths per cent of this 
amount will be spent for motor vehicles, 
including $2,700,000,000 for new pas- 
senger cars and $475,000,000 for new 
commercial cars. 

Fifty-five and eight-tenths per cent 


of the total figure will be spent for 


maintenance and operation, divided as 


follows: Fuel and lubricants, $2,175,- 
000,000; tires and replacements, $810,- 
000,000; repair parts and_ supplies, 


| $735,000,000; accessories, $305,000,000. 
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Current Wholesale Business Good 


in New York Hardware Market 


Some Price Competition Reported 


( comsise business in the New York wholesale hardware market is 


considered very satisfactory. 


have been receiving more orders and individual orders appear to 
Retail sales have followed the trend of the 
Continued warm days for almost two weeks has helped sell 
garden hose and other strictly seasonal merchandise. 

Price competition has been very keen on sash cord, one or two butts, 
builder’s hardware specialties and a few other items, but in the main 


be larger than they were. 
weather. 


prices have been firm. Stocks are 


bers continue to report an unusually large number of requests for 


prompt shipments: 
Collections are considered fair. 


Within the last two weeks jobbers 








adequate for current needs. Job- 





Sash Cord Demand Good; 


Competition Reported Keen 


_ Sash cord continues to be very active 
in the New York hardware market. 
Building requirements are fairly heavy. 
Prices shown here are representative 
of quotations offered in this market. 
The competition for sash cord business 
is said to be very keen, which accounts 
for the range in prices. There is some 
rumor predicting a_ stronger cotton 
market with the reflection in higher | 
cotton products. Should this take place 
an advance might be expected, but up 
to the present this angle is largely 
rumor. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Sash Cord.—Samson Spot, No. 8 to 

No. 12, 65%c. to 66c. per Ib.; Phoenix 

same numbers, 36c. per lb.; Sachem, 

same numbers, 3lc. per Ib., and 

Aetna, No. 8, 26%4c. to 27c. per Ib. 

No. 7 is le. per Ib. higher, and No. 
6 is 3c. per Ib. higher. | 





' 


Wine Press Sales Fair; 
Stocks Are Ample 


The demand for wine presses has 
been fair in the Metropolitan hardware 
market. The up state demand should 
show some stimulation the latter part 
of August and early in September 
when the grapes are plentiful. Prices 
are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Boss line of wine presses, No. 1, 
$6.70; No. 2, $7.50; No. 2%, $10; No. 

3, $12.75, and No. 4, $46.25, all prices 

are each. 

Same with hinged tub, No. 1, $7.80; 

Ng. 2, $8.60; No. 2%, $11.15; No. 3, 

— and No. 4, $17.30, all prices are 

eacn., 


Boss Handy Crusher, $6 each. 








Garden Hose Demand Good; 


Prices Continue Steady 


With the continued warm weather 
in this territory, the sale of rubber 





_lower price of $3.35, which is in effect 


garden hose has been quite active. 
Contractors and home owners are both 
buying actively. Prices have been 
fairly uniform and steady throughout 
this section. Stocks are apparently 
adequate. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Rubber garden hose, Milo, in 25 ft. 
lengths, 12%c. per ft., in 50 ft. 
lengths, 12c. per ft. Good Luck, in 
25 ft. lengths, 11\c., in 50 ft. lengths, 
10%c. per ft. Bull Dog, in 25 ft. 
lengths, 14%c. per ft., in 50 ft. 
lengths, 14c. per ft. Molded, high 
grade, in 25 ft. lengths, 10%c. per ft., 
in 50 ft. lengths, 10c. per ft. Dia- 
mond, llc. per ft. 

Nozzles, Standard, heavy, $6 per 
dozen less 5 per cent. Competitive 
grade, 14%c. each, less 5 per cent 
in dozen lots. 

Star, molded, in 25 ft. lengths, 
12\c. per ft., in 50 ft. lengths, 11%c. 
per ft. Zulu, smooth, in 25 ft. tengths, 
12%c. per ft., in 50 ft. lengths, 11%c. 
per ft. 


Wire Nails at $3.35 
Throughout N. Y. Area 


All attempts to sell wire nails at $3.45 
seem to have been abandoned for the 


throughout the Metropolitan territory. 
The demand for nails is consistent, and 
the local wholesale stocks appear to 
be adequate. 
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Staple Lines Fairly Active; 


Prices Remain Unchanged 


Staple lines such as bolts, nuts, and 
screws are having a fair sale at this | 
time. Prices have not been changed 
and quotations reported in various sec- | 
tions are unif-rm. Stocks generally | 
are ample. | 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 

Bolts and Nuts 


Machine bolts, * by 4 and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % by 6 
and smaller, 40 off list, larger and 
longer, 40 off list. 
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Stove bolts, 80 and 10 off list. 
Lag screws, 50 and 7% off list. 


Screws 


Discounts on Wood screws: Iron 
Bright, Flat Head, 77% per cent; 
Iron Bright, Round and Oval Head, 
75 per cent; Iron Blued, Round Head, 
75 per cent; Brass, Flat Head, 75 per 
cent; Brass, Round and Oval Head, 
72% per cent. 

These discounts apply to revised 
list of June 24, 1922. 

EXTRAS—20-10-10-5 per cent. 


Copper Rivets and Burrs 
Advance 15 Per Cent 


Jobbers announce that copper rivets 
and burrs have been advanced approxi- 
mately 15 per cent. The new price 
brings the cost nearer to the level of 
one year ago. It is generally believed 
that this advance has been under way 
for some time and is due to a stronger 
market for rivets and burrs, more 
than to any advance in copper itself. 





Shovels Advance 10 Per Cent; 
Effective July 1 


Effective July 1 shovels were ad- 
vanced. New York jobbers report the 
increase is equivalent to a 10 per cent 
advance. The _ shovel simplification 
plan went into effect the same day, but 
does not affect the hardware trade in 
this territory, as the majority of job- 
bers and dealers have never had a 
market for the eliminated numbers and 
finishes. 


———- - 


Manila Rope Sales Fair; 
Stocks Are Satisfactory 


The demand for manila rope is fair 
in the New York district. Current 
prices will continue for the July-Au- 
gust period. Prices to retailers f.o.b. 
New York are as follows; First grade 
manila, 24 cents; second grade 22 cents 
and hardware grade 20 cents. As pre- 
viously reported sisal prices were not 
changed July 1. 


Mild Interest Is Shown for 
Snow Shovel Futures 


Future orders received on snow 
shovels have been light. Interest 1s 
only mild at the present time. The 
wholesalers do not expect any price 
changes on this line. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Snow shovels, steel, long handled, 
$4.50 per doz.; D handled, $5.25 per 
doz.; galvanized, 21% in. wide blade, 
$11.40 per doz. Spring steel, wide 
blade, $10.80 per doz. Ames, long 
handled, $10.50 per doz. 

Iron pushers, curved blade, 18 in., 
$12 per doz.: curved blade, 24 in., 
$13.80 per doz. 

Boys’ snow shovels, $2.20 per doz. 





New Price List Issued on 
Woodpecker Hammers 


The T & H Tool Co., Elyria, Ohio, 
has issued Catalog No. 1 and a price 
list and order blank referring to this 
catalog on its line of Woodpecker ham- 
mers. This material is dated July 1. 
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(,ood Demand for Seasonal Merchandise 
in Cineinnati Territory—Prices Firm 


(Cincinnati office of HARDWARE AGE) 


ITH the appearance of the first heat wave of the year has 
come a heavy demand for mid-summer merchandise, such as 


electric fans, refrigerators, camp stoves and ice cream 
freezers. At the same time, however, the approach of the vacation 
period has been felt in wholesale circles, and local jobbers report a 
falling off in the volume of business. It is expected that the market 
will be rather quiet during the next month. 

For the summer months retailers are confining their stocks to 
those goods which are necessary to meet current requirements. 
Future buying practically is at a standstill temporarily. Few or- 
ders for fall merchandise probably will be placed until about Sept. 1. 

Retailers are well stocked with staple items and are purchasing 
them only in limited quantities. Summer products have moved 
liberally. 

Orders booked by local warehouses early in July have been on a 
par with those in the same period last year. However, the volume 
of business to date in 1926 does not measure up to the standard 
attained in 1925, principally because of the backward spring this 
year. Jobbers never have been able to make up the loss sustained in 
March and April, despite the good sales in May and June. 

Prices, in the face of a quiet market, have remained firm. Collec- 
tions are considered fairly satisfactory. 

Retailers, particularly those in the small towns and cities, report 
a moderately brisk business. 


AUTOMOBILE ACCESSORIES—Busi —— 





ness has held up moderately well in the for each | drum _ is made, but this 
amount is refunded when the drum 

past two weeks. The warm weather is returned. 

has brought out a better trade in tires, AGRICULTURAL HANDLES. — A 


small number of fill-in orders have 
filtered in to local jobbing houses. 
Prices are the same. 


tubes and spark plugs. Local jobbers 
are continuing to book orders for alco- 
hol for November delivery. Prices are 


unchanged. we quote from Cincinnati jobbers’ 
Ww . . Cineci ati bers’ stocks: 7 
PA anaes from Cincinnati jobbers Hay fork, 5% ft., $2.85: 5% ft. 
, oe —— fork, $3.30; long manure fork, $2.45; 
Tires.—30 x 3 fabric Casings, $6. io cotton hoe handles, $1.85; wood D 
each for medium grade and $8.50 for shovel handle, $4.80. 


better grade; 30 x 3 cord casings, 
$7.50 each for medium grade; 30 x 
3% cord casings, $9.75 each for me- 
dium grade and $10.75 for better 
grade; 30 x 3% commercial cord cas- 
ings, $16; 31 x 4 standard cord cas- 
ings, $19.75 each; 33 x 4 cord casings, 
$17.60 for medium grade and $22 for 





BASEBALL GOODS. 
selling season on baseball goods is 
drawing near. However, retailers still 
are placing small orders for immediate 
shipment. Prices are steady. 


better grade; 32 x 4 cor asings, 

$22.40 i. medium ais roy We quote from Cincinnati jobbers’ 

better grade; 29 4.40 balloon cord stocks: 

casings, $13.85 each for medium grade Fielders’ Gloves. — No. 34, $1.50 

and $20.50 for better grade; 31 x 5.25 each; No. 70, $2.50 each; No. DW, 

balloon cord casings, $24.15 each. $4.35 each; No. BL, $6.50 each. 
Tubes.—30 x 3 standard, $1.80 each; Catchers’ Mitts. — No. 188, $2.67 

30 x 3% standard, $2.05; 31 x 4 stand- each; No. 210, $1. 60 each; No. 243, 

ard, $3; 33 x 4 standard, $3.25; 32 x $5.50 each. 

4% extra heavy, $4.30; 29 x 4.40 ex- Catchers’ Masks.—No. 254, $1.33 

tra heavy for balloon tires, $2.95 each. each; No. 261, $1.95 each; No. 267, 
Jacks.—No. 10 Ajax, 85c. each; No. $3.33 each. 


Bats.—No. 13, $7.20 per doz.; 


$2.50 No. 
No. 40 ER, $16. 20 


% Ajax, $1.05 each; No. 60 Ajax, 


each. ; 16, $10.80 per doz. ; 
Pumps.—wNo. 11, 55c. each; Big Boy, per doz.: No. 250, $21 per doz. 

$1.55 each; Arvin, $1.85 each. Baseballs. — Harwood, $13.20 per 
Bumpers. — Marquette Ford front doz.; ‘Goldsmith No. 45, $2 per doz.; 


Gold-. 


Goldsmith No. 47, $4 per doz.; 
Gold- 


smith No. 70, $7.80 per doz.; 
smith No. 97, $15 per doz. 


bumper in black, $3.32 each; Mar- 
quette Ford front bumper in nickel, 
$4.02 each; Marquette fender guards, 


gy BO tt... car- BOLTS AND NUTS.—tThe retail trade 
core, 90c. each; 80c. in quantities of has taken a fair amount of stock and 

Spark Plugs.—A. C. spark plugs, has ample merchandise on hand to meet 
75e. each; in less than 100 lots, 53c.; present requirements. Prices are firm. 


in lots from 100 to 300, 50c.: in lots 
upward of 300, 45c.; A. C. No. 1075 
Ford spark plugs, 50c. each; in less 
than 100 lots, 36c.; in lots upward of 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50-and 
10 off: small, 50, 10 and 10 off; car- 
50 off; small, 50 





100, 34c. riage bolts, large, 
Alcohol.—38c. a gal. in drums of 52 and 10 off; stove bolts, 75 off: semi- 
gal. each; 37c. a gal. in lots of three finished nuts, 9-16 in. and smaller, 75 


drums at one time. A charge of $6 off: larger size, 65 oft. 

















BUILDERS’ HARDWARE.—There has 
been a tapering off in activities recent- 
ly, but sales in the past month have 
reached extensive proportions. Espe- 
cially encouraging has been the amount 
of school and industrial work. Prices 
are firm. 


We quote from Cincinnati jobbers’ 
stocks: 
Hinges.—Heavy, 60, 10 and 10 off; 


light, 60, 10 and 10 off; extra heavy 
T, 60, 10 and 5 off. 

Hasps.—Common hinges, 70~=off; 
safety hasps, 3 in., 95c.; single, per 
doz., 4% in., $1.25; 6 in., $1.75. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3 
18c. per pair net; 4 x 4, 28c. In less 
than case lots, 34% x 3%, 2lc.; 4 x 4, 


30c. 
Sash Weights.—Sash weights, 1.80c. 
inside Sets.—Square bevel inside 
sets in case lots, $5.10 a dozen. 


CAMP STOVES.—With the advent of 
the first torrid spell of the summer, and 
with thousands of people spending the 
Fourth of July week end at camps, the 
demand for camp stoves has been at its 
height. In some instances the vol- 
ume of sales has exceeded the expecta- 
tions of dealers. 


We quote from Cincinnati jobbers’ 


stocks: 
Coleman No. 2, $8.50 each; Coleman 


No. 9, $6.25 each. 
CARPET SWEEPERS.—Business has 
been fair, with retailers carrying ample 
stocks to meet current needs. 

We quote from Cincinnati jobbers’ 
stocks: 

Standard japanned carpet sweeper, 
$30 per dozen; Universal japanned 
sweeper, $42 per doz.; Grand Rapids 
nickel-plated sweeper, $48 per dozen. 
Little Helper toy sweeper, $2 per doz. 

CROQUET SETS.—tThere still is a 
fairly good call for this item, despite 
the fact that most retailers have al- 
ready filled their requirements for the 


season. 
We quote from Cincinnati jobbers’ 


stocks: 
four-ball set, $1.50; No. 10, 


No. 5, 
six-ball set, $1.85: No. A, eight-ball 


set, $2.15: No. 3, eight-ball set, $4.20; 
No. 1, eight-ball set, $3.15. 

EAVES TROUGH AND CONDUCTOR 

PIPE.—Sales have been well sustained, 

although the usual midsummer quiet- 

ness is beginning to settle upon the 

market. 

We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5 in. eaves trough, 
$5.75 per 100 ft.; 28-gage, 3 in. corru- 
gated conductor pipe, $5.50 per 100 
ft.; 28-eage, 3 in. corrugated conduc- 
tor elbows, $1.91 per doz.; 29-gage, 

3 in. corrugated conductor elbows, 
$1.51 per doz. 


ELECTRIC FANS.—A rush for elec- 
tric fans followed the appearance of ex- 
tremely hot weather last week. Retail- 
ers did by far the biggest business of 
the year, and in some cases placed or- 
ders for rush delivery with local job- 
bers. 

FILES.—Retailers are limiting their 
purchases to material for immediate 
needs. Prices are steady. 


We quote from Cin:innati jobbers’ 
stocks: Black Diamond files, 
and 10 off list; Keystone files, 70, 10 
and 5 off list. 
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‘GARDEN HOSE.—The dry spell which 
has prevailed locally for the last few 
weeks, together with the hot weather, 
has resulted in a brisk call for this 
item. 

We quote from Cincinnati jobbers’ 
stocks. 

Rubber Hose.—5-ply, ™% in., 8%ec 
per ft. in 50-ft. lengths: 6-ply, % in., 
10c. per ft. in 50-ft. lengths; 7-ply, 
% in., 12c per ft. in 50-ft. lengths; 
double braid in %-in., 500 ft. coils, 
10c. per ft. 


GLASS.—Business has slowed down 
somewhat, although sales continue to 
be fairly good. 


We quote from Cincinnati jobbers’ 
stocks: Single strength first 
bracket, 87 per cent discount; single 
strength B first bracket, 89 per cent 
discount; single strength A first three 
brackets, 85 per cent discount; single 
strength B first three brackets, 89 per 
cent discount; single strength A over 
the third bracket, 85 per cent dis- 
count; single strength B over the 
third bracket, 87 per cent discount; 
double strength A, 86 per cent dis- 
count; double strength B up to 54- 


in., 89 per cent discount; double 
strength B over 54-in., 88 per cent 
discount. 


HOSE REELS.—Demand has _ been 
maintained at a high rate, and sales 
are satisfactory both to jobbers and re- 
tailers. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Wooden hose reels, $14.75 a 
doz.; Victor iron hose reels, $2 each. 


ICE CREAM FREEZERS.—At the mo- 
ment this product is moving exception- 
ally well. Retailers have been com- 
pelled to place reorders to supply their 
trade. 
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normal pace. Retailers are selling a 
fair amount of merchandise. 
We quote from Cincinnati jobbers’ 


stocks: 
Rodded ladders, 24c. a ft.; single 
ladders, 20c. a ft. up to 16 ft.; exten- 


sion ladders, 30c. a ft. up to 32 ft.; 
best grade ladders, 50c. a ft. 
LAWN SWINGS.—tThis item is at the 
highest point of the year in volume of 
sales. Prices are strong. 
We quote from Cincinnati jobbers’ 
stocks: 


Standard lawn swings, {7.75 each; 
extra heavy lawn swings, $9.50 each. 


LAWN SPRINKLERS.—Here again 
sales have been unusually good. Re- 
tailers, however, have ample stocks to 
care for immediate requirements. 


We quote from Cincinnati jobbers’ 
stocks: Fountain ring sprinklers, 36 
doz.; Rain King sprinklers, $28.20 doz. 

NAILS.—No change in prices has oc- 
curred. Demand from the retail trade 
is quiet. 

We quote from Cineinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg: 


coment coated nails, $3.15 per 100 Ib. 
eg. 


PAINT.—Sales have been well sus- 
tained and jobbers are satisfied with 
the volume of business they have been 
doing recently. 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.75 per gal.; linseed oil, single bar- 
rels, $0c. per gal.; turpentine, in 2- 
barrel lots, 88c. per gal., white and 
red lead in 500-lb. kegs, 15%4c. per 
Ib. less 10 per cent. 


PYREX WARE.—This product has 


each; No. 208, 50c. each; No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 


Round Ne oa Dishes.—No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 053, 
67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


POULTRY AND WIRE NETTING.— 
The season is well advanced, but scat- 
tered orders still are being received by 
local warehouses. 


We quote from Cincinnati jobbers’ 
stocks: 12 mesh black wire netting, 
$1.75 per 100 sq. ft.; 12 mesh opal 
wire netting, $2.05 per 100 sq. ft.: 
14 mesh wire netting, $2.45 per 100 
sq. ft.; poultry netting galvanized 
after, 57% off list; poultry netting 
galvanized before, 57% and 10 off 
list. 


REFRIGERATORS.—tThe sale of re- 
frigerators has been the best of the 
year, and jobbers have found it neces- 
sary to place new orders. 


Bw quote from Cincinnati jobbers’ 
stoc 

No. 264 white enameled refrigera- 
tor, $33.25 each; No. 764 porcelain 
refrigerator, $52 each; No. 964 stone 
white refrigerator, $55 each. All of 
the above models are of the three- 
door front icer type. 


ROOFING MATERIAL—Business has 
been~normal, and local jobbers are 
satisfied with the trend of activities. 
Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.—Light standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 
fast, $1.80; K red and green slate 
surface, $2.1 








We quote from Cincinnati jobbers’ 


stocks: 

Peerless.—2 gqt., $3.45; 3 qt., $4.10; 
4 qt., $5; 6 qt., $6.30; 8 qt., $8.20. 
Peerless dealers’ discount is 25 and 
10 per cent off above list. 

\ eer fae x ty ry ates $5.65; 3 qt., 


are given below. 


stocks: 





been selling well and the local prices 


We quote from Cincinnati jobbers’ 


Round Casseroles.—No. 621, 
each; No. 622, $1 each; a 623, $1. vr 
each; No. 624, $1.33 each 


Roof Coating—Coal tar, refined, in 
barrel lots, 25c. per gal.; in half bar- 
rel lots, 28c. per gal.; coal tar, crude, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal. 

Roofing Cement. —Liberty elastic, 1 
Ib., 12c.; in 5 Ib. cans, 9%c. per Ib.: 





$6.75; $8.25; $10.45; 8 qt., Square Casseroles.—No. 653, $1.17 in '10 Ib. cans, 9c. per 1b.; in 25 Ib. 
$13.50. * Witte Secuntain dealers’ dis- each. cans, 8c. per lb.; Certain-teed cement, 
count is 50 per cent off above list. Oval Casseroles.—No. 632, $1 each; 36 lb. to the case, $4.25 per case; in 
Acme.—2 qt., $8 per dozen. No. 633, $1.17 each; No. 634, $1.33 5 Ib. cans, 12 cans to the box, 8%e. 
each per lb.: in 10 1b. cans, 6 cans to the 


LADDERS.—Business continues at a | 


Round Pie Plates.—No. 


205, 17c. box, 7%c. per Ib. 








Hustling, Good and Bad: 


EE those fellows over there? The business world 
S calls them Hustlers. They continually go it, full 
steam ahead. Heavens knows there is enough waste 
of time in this little ol’ world, especially in merchan- 
dising. . But the part all of us so often forget is that 
speed is oftentimes not the most desirable part of 
progress. 

Two automobilists traversed one of our big cities 
recently. One went just as fast as he possibly could. 
He won out against the other, who went at moderate 
speed, observing every precaution. But he did so 
only by a narrow margin of two or three minutes and 
did that only by just avoiding three accidents which 
would have been of a serious nature, which was too 
great a risk to be justified, and by nearly being ar- 
rested twice. 

Ask a hundred men who pay extra fare on the 
Twentieth Century why it is so important for them 


to save a relatively few hours of riding. They will 
be unable to give you a satisfactory answer. Hustling 
has come to be a national habit with us, which for 
the most part, gets us nowhere. We are continually 
striving to get ahead of ourselves. Many want things 
beyond their years and station in life so tensely that 
they get in serious trouble. Today we read of the 
young man who so much wanted fine clothes and a car 
to take his “sweetie” riding in, that he stole. He, 
too, was a hustler, ahead of himself. 

What the world of business and of merchandising, 
at any rate, needs, is not more hustling with the mus- 
cles but a heap more hustling with the old gray-mat- 
ter. Brains more than legs are called upon for action. 
Never forget that the homely old tortoise who won the 
famous race against the speedy hare did some tall 
hustling in his ol’ think-tank. 
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Warm Weather Stimulates Sales in Chicago— 
Prices Remain Unchanged—Stocks Sufficient 


(Chicago office of HARDWARE AGE) 


HERE has been very little change in the general market con-_ 
ditions in the Chicago area during the past week, either from 


a retail or wholesale standpoint. 


Prices remain ey | 


unchanged and the only element that is noticeably different is 

slight betterment in the demand for summer merchandise soar 
about by a little more seasonable weather and stimulated by the 
double holiday over Independence Day and the beginning of the 


real vacation period. 


Building permits, after lagging for some months, are now show- 
ing a renewed activity and are running about equal to those of the 


same time last year. 


This naturally is animating the demand for 


materials and builders’ hardware to some extent. 
Business in the steel industry in this district is establishing new 


high records in production, shipments and consumption. 


The mills 


continue to hold at about 85 per cent operating capacity. 
Collections also show some slight improvement and are considered 


satisfactory. 


AUTOMOBILE ACCESSORIES. — The 


demand is holding up well and prices 


are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each: . Cc. Titan, 58c. each; lots of 
100, 56c. A. C. Special Ford, 44c. 
each. 

Spot Light.—Anderson, No. 3280, 
6.50. 

Jacks.—National Standard, No. 21, 
$1.20 each. 

Pumps. —Rose, 1% in. = cylinder, 
1.55. 

Chains.—Non-skid, dozen pair lots, 
33%, per cent discount. 

Tires and Tubes.—30 x 3%, oversize 
cord tires, $12.55 each; regular cord, 
$8.60 each; gray inner tubes, 30 x 3%, 
$1.80 each; red inner tubes, 30 x 3%, 


$2.25 each. 
BOLTS AND NUTS.—tThere is a nor- 
mal volume of business and prices show 
no change. 
We 
f.o.b. 


stocks, 
cut 
small 
per 
cut 
small 
50-10-5 
bolts, 
screws, 


quote —_ jobbers’ 
Chie ago: Carriage bolts, 
thread, 45-5 per cent discount; 
carriage bolts, rolled thread, 50-5 
cent ao«r~ machine bolts, 
thread, 50-5 per cent discount; 
mac hine bolts, rolled thread, 
cent discount; all stove 
per cent discount: lag 
60 per cent discount. 


BUILDERS’ HARDWARE.—Sales are 
fairly brisk and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.6 66 
per doz. pair; heavy steel bevel in- 
side sets, $6.25 per doz.; steel bit- 
keyed front door sets, $1. 65 per set; 
wrought brass bit- key ed front door 
sets, $3.25 per set; cylinder front 
door sets, $7.50 per set. 


CHAINS.—tThere is a good volume of 
business being placed at present. No 
change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: * in. proof coil 
chains, $8.50 per 100 Ib.; Henso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Prices are unchanged. The demand is 
hardly up to normal. 


rc 





We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


_EAVES TROUGH AND CONDUCTOR 
_PIPE.—Prices are strong and there is 
a good steady demand. 


| 
| 





We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5 in., $4.50 per 100 
ft.; corrugated conductor pipe, 3 in., 
$4.80 per 100 ft.; plain ridge roll, 
1% in., $4 per 100 ft.; cor rugated con- 


ductor. elbow, 3 in., $1.51 dozen. 
| ELECTRICAL AND RADIO MER- 
CHANDISE.—Sales are holding up 
very well, with an especially heavy de- 
mand for B batteries. 


We quote from 
f.o.b. Chicago: 

Electrical Merchandise. —No. 14 rub- 
ber covered wire, .50 per 1000 ft.; 
in 1000 ft. lots, $725. No. 18 lamp 
cords, $14.25 per 1000 ft.: in 1000 ft. 
lots, $13.65; ™% in. brush brass key 
sockets, 15%%c. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; 
two-piece attachment plugs, 12¢c. 
each; dry cells, boxes of 50, 32c. each; 
less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 


jobbers’ stocks, 


No. 766 1.40 each; No. 767, $2.62 

each: No. 770, $3.33 each: No. 772, 

$2.62 each: No. 486, $3.85 each. 
Battery Chargers.—Apco line, lots 


of less than 10, $13.50 each, net. 

Loud Speakers.—Western Electric, 
No. 522W, $2.50 list. Discount, 30 
per cent. 


FIELD FENCE.—The demand is only 
fair at present, but prices remain firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $28.68 per 
100 rods: 1948-6-14%, $43.62 per 100 
rods; 2158-6-14%4, $48.98 per 100 rods. 
FILES.—Prices are unchanged and 
there is a satisfactory volume of busi- 

ness. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: American files, 60-10 
per cent off list: Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


FISHING TACKLE.—Vacations are in- 
creasing the sale of all kinds of fishing 
tackle wonderfully. 

GALVANIZED WARE.—Sales are a 
little quiet. due to a usual midsummer 
lull. Prices remain unchanged. 
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from jobbers’ stocks, 

Standard galvanized 
after-made tubs, No. 1, $6.35; No. 2, 
$7; No. 3, $8.25; 10 qt., galvanized 
after-made pails, $2.20; 12 qt., $2.45; 
14 qt., $2.75; 5 gal. galvanized oil 
cans, galvanized breast, $7.25 dozen; 
1 bu. galvanized baskets, $6.25 dozen. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales are reaching a very 
satisfactory volume in spite of the late 
start they got. 


We quote from 
f.o.b. Chicago: 
quality, molded 


We quote 
f.o.b. Chicago: 


jobbers’ stocks, 
Garden hose, good 
hose, % in., 12%c. 
per ft.; % in., 14%c. per ft.; 5 ply, 
good ——, ‘wrapped, % in., 9c. 
per ft.; % .. 1c. per ft. Lawn 
sprinklers, Rail King, $28 doz.; orig- 
inal fountain sprinklers, $8 dozen; 
Rainbow, 38 in. high, $24 dozen. 


GLASS AND PUTTY.—tThere is no 
change in the price situation and sales 
are only fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25 
in. bracket, 85 per cent discount; 
single strength A, 34 to 40 in. bracket, 
82 per cent discount; single strength 
A, all other brackets, 81 per cent dis- 
eount; double strength A, all sizes, 
82 per cent discount; double strength 
B, up to 4 in., 87 per cent discount; 


balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 lb.; commercial, 
$3.40 per 100 Ib. 


HATCHETS.—The demand is rather 
spotted and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first qual- 
ity hatchets, No. 2 broad, $16. 40 doz.; 
medium quality hatchets, No. 2 
shingling, $8 dozen: medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLED HAMMERS.—Sales 
fairly good and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 dozen; Maydole, 
$12.60 dozen; 10 oz. machined ham- 
mers, first quality, $9.20 doz.; Com- 
ss grade, 16 oz. nail hammers, 


to $8. 
HANDLES, AGRICULTURAL.—There 


is a good steady demand and prices are 
firm. 


We quote 
f.o.b. Chicage: 
Hay Fork Handles. 
chucked and bored, best Br ng 414 
ft., $4.50 doz.; 5 ft., $5.50 doz.; xX 
4% ft., $4 doz.; 5 ft., ' : 
, $2.40 doz.: 5 ft., ’ 
Hay Fork Handles.—Bent chucked 
and bored, best grade, with strap, 
ferrule and cap, 4% ft., $7.50 doz.; 
5 ft., $8.50 doz.; XX bent, with strap, 
ferrule, and cap, 4. gt. ; 
$5.75 doz.; > bent, 4% Pe 
My 5 ft., $5.50 d OZ.; X, ben 
$3 doz.: 5 ft., $3.40 doz. 
Manure Fork Handiles.—Bent, 
grade, 4 ft., .; 4% ft., $5.10 
doz.; XX, bent, 4 ft., $4.15 doz.; 4l, 
ft., $4.40 ee bent, 4 ft., $2.60 doz.; 


Hoe Handles. —XX, 414 ft., 
X, 4% f $2.40 doz. 
Rake Handles. —XX, 5% ft., 
- X, 5% $3.25 doz. 

Re By i mano Mir pattern, 
XX, 41% ft., $5.90 doz.; X, 4% ft., $3.90 
doz.; D handle, best grade, $7.95 doz.; 
X grade, $6 doz. 

Spade WHandles.—D handles, 
grade, $7.75 doz.; grade, $6 doz. 


HANDLES, TOOL.—Sales are satisfac- 
torily good and prices are unchanged. 


are 


from jobbers’ stocks, 





4%  # 
best 


best 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Axe Handles.—No. 1 hickory, $4 


doz.; No. $3 doz.;: second growth 


at) 
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Let Mirro Help You to 
More Varied Sales 


This illustration of the Mirro Triplicate Saucepan Set is from a current 
national magazine advertisement. It strikingly emphasizes the “Star 
Features’ of quality and design which distinguish Mirro from ordinary 
ware—and it contains a message of special importance to dealers. 


Here is the message:— The complete Mirro line is full of novel articles 
like this one; articles which are new to many women, but which they 
will buy readily, eagerly, the instant they are shown. 


You can sell these unusual articles—in addition to the staple items. You 
can enjoy more-varied sales, increased volume, and a higher average proft. 
‘ A glance at the Mirro catalog will show you a dozen new things that you 
f ought to be handling. If you haven't a copy, use the coupon opposite. 


VMIRRO 


Ba s 





eS 


Have You Got 
Your (opy? 


This handsome big book of 
‘The Mirro Store” is a com- 
plete new Mirro catalog— 
plus. It is full of selling ideas 
and talking points—just 
what you want for your 
clerksandtoshow customers. 
If you haven't received your 
SDT: BIE, Dis Coenen. 
Aluminum Goods Mfg. Company 
Manitowoc, Wis. 
Gentlemen: Please send our copy 
of the new Mirro catalog. 


PWD PRIA ARDC INIA F 


- 
NY 





a 
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Address 
Aluminum Goods Manufacturing Company ss 
General Offices: Manitowoc, Wisconsin, U. S. A. i i is Fink a ial 








Makers of Everything in Aluminum 
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hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

— and Hammer Handies.— 
No 90c. Poy —— second growth 
+ RR $1.80 


matieiiinaidieend, tei been some im- 
provement in sales since the recent 
price declines. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: baat fe stra hinges in 
bundles, 4 in., in., $1.24 6 in., 
$1.50; 8 in., $2.52; 10 in., $3. es -i doz. 
pairs; extra heavy = hinges, in bun- 
ales, ‘4 in., $1.40; 5 in., $1.4 6 in., 
$1.84; 8 in., $3.14; 10 in., $4.47 . doz. 
pairs. 


ICE CREAM FREEZERS.—tThe de- 
mand is showing a little more activity 
as the summer weather becomes more 


normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White <2 1 qt., 
$4.80 list; 2 qt., $5.60 list; , $6. 15 
list; 4 at., 8. 25 list; 6 qt., : 

8 qt., $13. ‘40 list; 10 qt., 17.90 list; 12 


$8.60 list; 8 at., All the 


above less 

Alaska, 1 qt., 

3 qt., $4.10 list; “ 
$6. 30, oes 8 qt., $8 
- $14 list; 15 qt., $17 st: 
4% ti” list. A discount of 20 
per cent on all above prices. 
and 10 2 at., galv., $8 per doz.; 2 qt., 
enamel, $10 per doz.: 4 qt., enamel, 
$18 per doz. Above prices are net. 


LAWN MOWERS.—tThe present de- 
mand is fairly satisfactory after get- 
ting a rather late start this year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16 in. ball bearing, 
5-knife, 11 in. wheels, $12.35 each; 16 
in. ball bearing, 4-knife, 10% in. 
wheels, $10 each; 16 in., plain bear- 
4-knife, 10 in. wheels, $8.65 
: in., ball bearing, 4-knife, 
9 in. wheels, $7.85 each; 16 in., plain 
bearing, 4-knife, 9 in. wheels, $7.35 
each: 16 in., ball bearing, 4- knife, s 
in wheels, $8 each; 16 in., plain bear- 
ing, 3-knife, 8 in. wheels, $5.85 each. 


NAILS.—Sales are showing a very 


good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and ce- 
ment-coated nails, $3.15 per keg base. 


OIL STOVES.— While the demand 
shows some. improvement sales are still 
rather slow. 

Oil Cook Stoves 
PERFECTION— 


tC $4.50 list; 
0 list; 10 qt., 


a Ve 2 rn «con eeee ce ties $17.50 
ie, Fe DB BTR on oc cs ccceeces: 22.50 
BOO, FE SG BBs cc cccccessoccccs 28.50 
TE, Go © PRs ci. cos cvcsveseves 39.50 

Perfection dealers’ discount, 30 and 


5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 


eS ££ ol SS $17.50 
er Oe i . cw cecceeeee aes 22.50 
ee 28.50 
Puritan discounts same as Perfec- 
tion. 
NESCO— 

SPP eres ee $9.50 
rk Ce en, «vo aucak ees eas 17.35 
OR errr 22.00 
re veces s eueee 28.00 
See, eee & RONG, «ck ciéccccovcce 39.50 
No. 1102 high shelf only......... 5.25 
No. 1103 high shelf only......... 6.50 
No. 1104 high shelf only......... 8.00 
No. 1105 high shelf only......... 9.75 


With vitreous enameled stove tops 
and splash backs: 


Se, Be OS WB. cc cccwcccccse $35.50 
See, ee BS BGs ccc cccccvesces 44.50 
Nesco dealers’ discount, 30 and 5 
per cent. ? 
Oil Ranges 


Nesco Rolo, 5 burners and oven.$90.00 
Dealers’ discount 30 and 5 per cent. 
Ovens 


No. 211 1 burner plain door...... $2.50 
No. 211G 1 burner glass door.... 2. 
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No. 121G 1 burner glass door.... 4.90 
No. 112G 2 burners glass door... 6.00 
ik BE she thcedadeneneseckbesré 6.15 


15 
Dealers’ discount, on 10 or more, 30 
and 6 per cent; less than 10, 30 per 
cent. / 
PURITAN— 
No. 42G 2 burners glass door... .$5.50 


Dealers’ discount, 10 or more, 30 
— per cent; less than 10, 30 per 
cent. 

NESCO— 
No. 65 1 burner solid door...... $2.00 
No. 5 1 burner glass door........ 2.15 
No, 010 1 burner solid door...... 3.50 
No. 10 1 burner glass door...... 3.75 
No. 020 2 burners solid door..... 4.25 
No. 20 2 burners glass door...... 4.50 
No. 030 2 burners solid door..... 4.90 
No. 30 2 burners glass door...... 5.20 


Dealers’ discount, 30 and 5 per cent. 


Water Heaters 


Perfection No. 412.......cccces: $40.00 
Permeeeees BUOs. Gakic osc ccecdvedes 

Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Ete. 
Rockweave wicks, 25c. each. 


Perfection and Puritan, $4 per doz. 


and $48 per gross. 
Discounts same as on oil 
stoves, ovens and heaters. 


PAINTS AND OILS.—tThere is a good 


cook 


steady demand and prices show no 
change this week. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, 95c. 
per gal.; 5 barrel lots, 92c. per gal. 
Linseed Oj!.—Boiled, barrel lots, 98c. 
per gal.; 5-barrel lots, 95c. per gal. 
at aiceeamataecaaiac reais lots, 98c. per 


gal. 

Denatured Alicohol.—Barre!l lots, 40c. 
per gal.; steel drums extra, $6, re- 
turnable. 

White Lead.—100 lb. kegs, $14; 500 
lb. lots less 10 per cent; 50 Ib. kegs, 
ce ve 25 lb. kegs, $3.65; 12 lb. kegs, 

$2.60 


Shellac.— (4% Ib. cuts) white, 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


tied Paste.—Barvrel lots, Tic. per 


PYREX WARE.—Only a fair volume of 
business is being placed at the present 
time. 


We quote 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 dozen 
No. 214, $12 dozen. 

New Handied Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $1 
doz. Shallow — No. "642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 dozen; No. 
209, $7.20 doz. 


from jobbers’ stocks, 


Tea Pots.—2 cup, $20 doz.; 4 cup, 
24 doz.; 6 cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No. 


232, $14 doz. 


ROLLER SKATES.—The demand is 
satisfactory and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING PAPER.—Sales are very 
good and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
2.65 per square; medium talc sur- 
aced, $2 per square; light talc sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—Sales are reported as only fair 
after last week’s price decline on Ma- 


nila rope. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila standard 
brands, 22%c. to 23c. per Ib. ; No. 2 
Manila, 2ic. to 21%4c. per Ib.; No. 1 


Sisal, 17%e. per Ib.; No. 2 Sisal, 16%c. 
per 
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SASH CORD.—Prices are unchanged 
and sales are unusually good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 meters brands, 
$7.75 per doz. hanks; No. 8, $8.85 per 
doz. hanks. 


SASH PULLEYS.—There is a good 
consistent demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz. Common 
Sense, 2’ in., 60c. doz.; barrels, 54c. 
doz.; No. 105, 52c. doz. ; barrels, 48c. 


dozen. 
SCREEN DOORS AND WINDOW 


SCREENS.—Sales continue to be very 
= as the real summer season is 
ere. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen Doors: No. 
266, 2-8 x my $20.35 doz.; No. 296, 2-8 
x 6-8, $24.5 5 doz.: No. 311, 2-8 x 6-8, 
$29. 20 doz. Window Screens: No. 1833, 
$4.35 doz.; No. 2433, $5.20 doz. 


SCREWS.—The demand is good and 
prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 7744-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round oar brass, 
72%-20-10 per cent new list. Jap- 
anned, 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
Prices are unchanged and sales are 
showing a good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $41 per 100 Ib.; medium, 45-55 
solder, $40 per 100 Ib.; tinners’ 40-60 
solder, $39 per 100 Ib.; high speed 
babbitt metal, $20 per 100 Ib.; stand- 
— No. 4 babbitt metal, $13 per 100 


STEEL SHEETS.—Sales are rather 
slow and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
Sheets, $5.25 per 100 Ib.; 28-gage 


black sheets, $4.25 per 100 Ib. 


WIRE PRODUCTS.—Prices are firm 
and the demand is active. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.06 per 100 Ib.; No. 9 galva- 
nized plain wire, $3. 50 per 100. Ib. 
Catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ib.; 80-rod 
spool galvanized hog wire, $3.34 per 
spool. Polished fence _ staples, $3.5 .50 
per 100 lb.; 12-mesh black wire clo 
$1.75 per 100 sq. ft.; 12-mesh anon 
nized wire cloth, $2 per 100 sq. ft.; 
14-mesh, bronze wire cloth, $5.75 per 
100 sq. ft. 

Wire Cloth.—Black, 12+mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.15 per 100 sq. ft.; 14-mesh, $2.55 
per 100 sq. ft.; bronze, 14-mesh, $6 
per 100 sq. ft.; 15-mesh, $6.60 per 100 
sq. ft. 

Galvanized Poultry Netting.—57%-5 
per cent discount; galvanized after- 
made poultry netting, 52%-5 per cent 
discount. 


WRENCHES.—Sales show a very sat- 
isfactory volume and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 


60-10 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 60-10 per cent 


discount off new list; Trimo, 65-10 


per cent discount. 

Snap-on Wrenches.—Radio and elec- 
trical set, $4; No. 101 Master Service 
Set, $15.20; No. 202 Heavy Set, $8.80; 
No. 303 Ford Master Service Set, 
$14.85: No. 404 Universal Socket Set, 
$8.75: No. 505B Screw Driver Set, 
$3.40: No. 900 Square Socket Set, 
$3.70. All Snap-On Wrenches less 40 
per cent discount. 
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Illuscraced are che 
three most popular 
numbers of R- W 
Grindstones. The 
Caralogue shows 
sixteen different 
styles 













































































Grindstones for every purpose 


There’s an R-W Grindstone to meet every require- The frame work is of rigid construction—all have 
ment and a style and size to suit every purse. The ball-bearing journals fitted with stones of highest 


line ranges from a small and convenient grindstone grade genuine Berea grit. 
for kitchen use to the largest power grindstone We are also prepared to furnish loose stones of any 


eight feet in diameter. grit and in any quantity. 

















o , 7 
for general use—while StaiR - ay 
— —_— primarily a_ fence 

stretcher, ic can also be Ladde rs 


used as a stump puller 


/ A most convenient tool 














— 
and as a hoist and life. Here is the most com- 

all oa oe plete line of store ladders 
rigid and che lever manufactured. 

— handle can be operated There's a type of ladder 
continuously in one to, meet any and all con- 

mi direction or backward ditions —— ledge rollers 
and forward and from with guide track above 
pens Sagar e0q —floor rollers with steel 

_— ladder frames — ceiling 
The clamps are fitted ladders for straight or 


with cail nuts so chat curved box track, an 
wrenches are unneces- several designs of che 
Wdeeiim sary. portable type. 


KG 
ae 








eS 


Investigate che ScaiR- 
Way Ladder line—you’re 
sure to find a stock type 
to meet any and all 


Fence Stretchers oe 


‘The pricesare attractive. 
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Hardware Sales Gaining in Pittsburgh 
Territory—Some Price Changes Reported 


(Pittsburgh office of HARDWARE AGE) 
HE report about hardware business in this district is more 
cheerful than it has been recently, not that there has been 
much change one way or another in sales, but latterly there 
has been more tendency to make comparisons with other years at 
this season rather than with what possibly could be done and ap- 
praisals of business benefit by the change of comparison premises. 

There is probably not a jobber in this district that has not done 
as well in the first six months of this year as in the same period last 
year and most of them are finding a slight balance in favor of this 
year in the semi-annual checkups. The weather has counted heav- 
ily against the sale of a number of items, notably screen goods, hay- 
ing tools, electric fans and other items closely associated with hot 
weather. But there have been offsetting: gains in the sale of many 
other items and a good many hurryup calls for the slow moving 
seasonal items are likely now that really seasonal weather has ar- 
rived. Counting business poor when it is below maximum possibili- 
ties is a false basis of calculation, because there has been a marked 
change in the way business has been done in the past three years. 

High factory efficiency, plus wonderfully expeditious railroads’ 
service has taken out of the minds of retailers and consumers any 
ideas of shortages and this has led to hand-to-mouth buying. So 
long as there is nothing to suggest shortages, there cannot very well 
be any change in the mode of purchase and hence, those who expect 
to have business right up to their full ability to meet are merely 
hunting the pot of gold at the rainbow’s end. 

The trade also has something to be thankful for in the fact that 
collections in the past three or four weeks have been making a bet- 
ter showing than they did over the early part of the year. There is 
a good deal of stability to prices in general and there is not the 
obstacle of price uncertainty to interfere with business. 

The week has brought out a few interesting price changes. Auto- 
mobile tire and tube prices, which as intimated in these columns 
last week, have been revised downward effective as of July 6. No 
definite information yet is available here as to the extent of the 
cut, but the common impression is that the last three advances of 
last year have been canceled and the new prices will be about where 
they were at this time last year. Coincident with the inauguration 
of the new simplified shovel schedule, manufacturers have revised 
prices slightly upward, polishing extras and size differentials. Some 
sizes of meat choppers are higher in a new price list just issued. 
Sheet zinc is sharply lower from jobbers’ stocks, following the re- 
cent sharp drop in the primary market. Lead is strong and there 
is a possibility of higher prices for the products of that metal. 
AUTOMOBILE ACCESSORIES,—No 
material betterment in business is noted 
by jobbers here. Spark plug prices re- 
cently were revised downward and there 
also has been a change in the method of 
sale, in that there is now one price for 


lots of 10 to 90, instead of several 
prices for lots within that range. Mo- 





Lamps.—2l-candle power, 6-8 volt, 
list price 35c. each; 3-candle power, 
6-8 volt, list price 18c. each, subject 
to a discount of 30 per cent in lots of 
less than 50, and 40 per cent for lots 
of 50 or more. 

Speedometers.—A. C. for Ford cars, 
cars, list price, $10 each. 

Tire Gages.—Schraeder, high pres- 
sure, lots of less than 10, $1 each; lots 
95c.; balloon tire, lots 


: : : 4 of 10 or more, 
tor oil now is being offered in 10 gal. of teen than 26. BLME: tele of B® or 
steel drums with faucet, with no charge more, $1.08; U. S. Standard, lots of 
for the drum less bs 10, $1.10; lots of 10 or 
. more 
Prices from jobbers’ stocks, f.o.b. oelconel. —In barrel lots, 38c. to 4l1c. 


Pittsburgh, follow: 


Spark Plugs.—A. C., lots of 10 to 90, Meter Oil.—Vacuum Oil Co., in 10 
53c. each; lots of 100 or more, 560c.; ~“ steel drums, with fa ~og grades 
C. No. 1075 for Ford cars, lots of E. and Arctic, $10.50 list; $13. 70 


er cent. 


itt, less 25 
eters.—Standard makes, 





A. 
10 to 90, 36c. each; lots of 100 or more, 


34c. Motor 
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lots of less than 10, 30 per cent off 
list; lots of 10 to 19, 35 per cent off 
ae lots of 20 or more, 40 per cent off 
ist. 
Windshield Cleaners.—Trico, uni- 
versal automatic cleaners, $3.25 each. 
Jacks.—Millers Falls No. 145, $3.75 
each. 
Pumps.—Anthony line, $2.20 each. 
Chains.—Single pairs, 30 per cent 
off list; lots of 10 to 50 pairs, 35 per 
cent off list; lots of 50 pairs and over 
40 per cent off list. 
AUTOMOBILE TIRES AND TUBES. 
—Effective July 6, leading makers re- 
duced prices, but the extent of the re- 
duction still is a matter of conjecture 
here. It is reported that the cut is 20 
per cent and also that the new prices 
are those that ruled just before the 
high cost of crude rubber made neces- 


sary three advances last year. 


AWNING HARDWARE. — Demands 
are fewer than they were recently, but 
at that there is a fairly good call for 
the time of year. Jobbers quote: 

Eye ends, % in., $5 per 100; % in., 
$8; clamps, % in., $6.50 per 100; % in., 
$8; hinges, $3.50 per 100. 

BOLTS, NUTS AND RIVETS.—Steady 
call is reported for bolts, nuts and 
rivets, but it is no tax on the ability of 
jobbers or manufacturers to supply. 
Prices are steady at levels that have 
ruled for 18 months. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off ty nuts, hot 
pressed, square, tappe in 5 Ib. 
boxes, % in., $16 per “00: 5/16 in., 
$14; 3% in., $11; % in., $10; 5 in., $10; 
¥% in., $8: Vp in., 
— and tinners, 
ist. 


BUSHEL BASKETS.—Strong demand 
is developing for baskets as the farmers 
make ready for gathering the fruit 
crops. Jobbers quote oak baskets at 
$6.50 per doz., and elm baskets at $2 
per doz. 
CAMPING SUPPLIES.—The camping 
and automobile touring season is on 
full blast and there is accordingly a 
heavy demand for the articles re- 
quired. Jobbers quote: 

Cook Stoves.—Coleman, No. $6.25 
No. 2, $8.50; Justrite, No. 161, 


$4.67; No. 4, $7. 15: No. 
$9. 75: Sterno, No. 46, $4 dozen; 
canned heat, $1 dozen. 

Vacuum Jugs, Jars and Bottles.— 
Little Brown jugs, $2.25 each; Alad- 
din jugs, $2.75 each; Universal jar 
No. 600, $4.40 each: bottles, pints, 
90c. ‘ers quarts, $1.60 each; all steel, 
pints, 4.75 each; quarts, $5. 40 each; 
2 qt., 6.75. 


CHERRY STONERS.—tThis line is in 
brisk demand, as the crop is good in this 
part of the country. Jobbers quote: 


Brighton, $8.40 per doz.; Dandy, $12 
per doz.; Enterprise, $16. 20 per doz. 


COW SPRAYS AND SPRAYERS.— 
There is a fairly good call, but it often 


$7.50; rivets, small 
60 per cent off 


10, 
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HE pioneer travels no easy road. Going it 

alone, breaking trail for the less courageous 

to follow, he fairly earns whatever his reward 
may be... For three years MOHAWK pioneered 
one-dial radio, blazing a trail into which other feet 
are turning, for it ends in leadership and profit. 
Now we claim the reward of the pioneer. And we'll 
get it in the 1926-1927 season. With a three-year 
start in knowledge, hard won through countless 
experiments, MOHAWK has first claim to the prof- 
its sure to result from public acceptance of one-dial 
control as radio’s greatest recent achievement. We 
have designed a better set, established a better price 
...- MOHAWK for 1926-1927 is a 6-tube set 
of amazing compactness and technical excellence 
(see description at left); it is a shielded set at con- 
siderably less than the cost of most other high 
quality shielded 6-tube sets. And full control of 
our cabinet facilities enables startling values in 
original and exclusive cabinet and console de- 
signs . . . . Complete public announcement of 
MOHAWK Radio for 1926-1927 will be made 
shortly— but don’t wait for it—write today for 
advance information. ; 











Mohawk Corporation of Illinois 


Established 1920 
Independently Organized in 1924 


2220 Diversey, at Logan Boulevard, Chicago 
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before has been better. The weather 
has not been very hot and consequently 
there has been less spraying of cattle. 
Jobbers quote: 


Sprays.—EZ Bos, % gallon, $8.40 
per doz.; 1 gallon, $13.50. 
Sprayers.—Cyclone, $4.50 per doz. 


Glass tank, $5.50. Baby Midget, $2.50 
GARDEN IMPLEMENTS.—Forks and 
rakes no longer are much called for, but 
with the weather at last favorable for 
haying, stronger call is noted for hay- 
ing tools.. Fair demand is noted for 
other items under this heading. Job- 
bers quote: 


Tools.—Manure forks, first quality, 


long handled, $15.25 per doz.; bowed 
garden rake, 14-tooth, $9 per doz.; 
spading forks, $10.80 to $21.00 per 
doz.; haying forks, 3-tine, first qual- 
itv. $12.75 per doz.; German hoes, No. 
3-0, $7.20 per doz. 

Hose.—In 250-ft. reels, ™% in., 10c. 
per ft.; % in., 10%c.; % in., 1le.; in 
50-ft. lengths, Yc. per ft. higher; 
Gem spray nozzles, $6 a doz. 

Sprinkling Cans.—4 gt., $6 per doz.; 
6 qt., $6.60; 8 qt., of. 70 10 qt., $8.10; 
12 qt., $10; 16 qt., $12.6 

Hose Reels.—V ictor, $1.7 ib each; No. 
2, $2.60; Reeleasy, $1.35. 

Plows.—Geneva No. 2, $5 each; 


Leader, No. 2, $3; No. 5, $3. 
KEGS (OAK).—Continued good 
mand is noted for oak kegs for wine and 
beverage making. Jobbers quote: 


Red White White Oak 
Oak Oak Charred 
5 gallon...... $1.20 $1.35 2.35 
10 gallon...... 1.65 1,75 2.75 
15 gallon...... 1.90 2.15 3.10 
20 gallon...... 2.15 2.30 3.35 


LAWN SUPPLIES.—tThere is a strong 
demand for sprinklers, for while there 
have been frequent showers lately, it is 
necessary to water the lawns to prevent 
them from drying up. Mowers also are 
selling well, but other items have 
passed beyond the peak of demand. 
Jobbers quote: 


Mowers.—Plain bearing, 8 _ in. 


wheels, 12 in., $5 each; 14 in., $5.25; 
ball bearing, 9 in., wheels 14 in., 
$7.75; 16 in., $8 supreme ball bearing, 
10 in., wheels 14 in., $10.75; 16 in. 
$11.25: 18 in., $12. 


straight 
copper 


$1.50 


Mower Oil Cans.—Tinned, 
or bent spouts, $1 per dozen; 
plated straight or bent spouts, 
per dozen. 


Rollers.—No. 2 size, $8.50 each; No. 
4, $10: No. 5, $12. 50; No. 7, $15. 

Hedge Shears. - Western, 8 in., 
$1.25 per pair; 9 in., $1.40; 10 in., 
$1.60; Disstor, 8 in., $1.75; 9 in., $1.90; 
10 in $2: ladies’ shears, Western, 
85c.: Disston, $1.10. 

Sprinkliers.—Ring, $6 per dozen; 
Rain King, $2.35 each; Pluvius, $1.15; 
two purpose, $1.30 


MEAT CHOPPERS.—The Enterprise 
Mfg. Co., Philadelphia, has issued a new 
price list on meat choppers, and while 
it represents merely a revision of the 
old list some numbers are _ higher. 
These, it is said, were underpriced in 
relation to costs in the old list. 
PAINTING SUPPLIES. — Sale of 
paints has lately been running well up 
to the average of a year ago. Turpen- 
time has declined 2c. per gallon since 
a week ago. Other items are holding at 
recent prices. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gallon: lower grades, $2.50; 
white lead, 15\4c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 4 per cent 
less in lots of a ton or more; turpen- 


tine, 99c. per gal. in barrel lots: raw 
linseed oil, 13c. per Ib. in barrel lots. 


SCREEN DOORS AND WINDOWS.— 
Sale is good, but retailers do not seem 
yet to have disposed of their initial 
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SCREEN WIRE CLOTH.—Because of | 
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purchases and repeat orders are not as 
large as usual at this time of year. The 
weather during the spring and early 
summer was not as stimulating to de- 
mand as usual. Jobbers quote: 
Doors.—Standard makes, 2 ft. 8 in. 


x 6 ft. 8 in. plain walnut stain, $18 
per | as varnished natural colors, 
$24. 


~~ -— Hardwood oiled frame, 


No. 1233, 12 mesh black wire cloth, 
$3.40 per doz.; No. 1533, $3.85; No. 
1833, $4.20; No. 2433, $5; No. 2437, 
$5.50: metal frame, 18 in., $5.50; 24 


in., $6.40. 


the late spring and summer retail sales, 
though good, do not seem to have as 





SHEET METAL.—Sheet 
de- | 
‘cline in the primary market. 


| 


thoroughly exhausted retailers’ initial 
purchases as usual and repeat business 


suffers by comparison with that at this 


time last year. Jobbers, however, are 
expecting a good many rush orders now 


|that real summer weather has arrived. 


| They quote: 
Blac k, 

100 sq. ft.; 
nized, 12 

mesh, $5.75. 


$1.80 to $1.90 per 
Galva- 
14 


12 mesh, 
14 mesh, $2.2 25. 
mesh, $2.25. 3ronze, 


zinc has 
dropped in keeping with the recent de- 
Sheet 
copper is steady. Business is making a 
favorable comparison with that for this 
time last year. 


We quote sheet copper at 22%c. per 
lb. from jobbers’ stock in lots of 
300 Ib. or more and 26%c. per Ib. in 
single sheets; sheet zinc, 13.55c. per 
lb. in loose sheets; 12.55c. in 100 Ib. 
casks; 12.30c. in 300 Ib. casks, and 
11.80c. in 600 lb. casks. 


SHEET STEEL.—tThere is a little more 


| 


| 
| 


stability to mill price than was true a 
short time ago and resale prices are 
holding at recent levels. Warehouse 


_business is at least as good as it was a 
_year ago, and it is only by comparison 


with rush times that business can be 


called at all poor. 
































out of Pittsburgh jobbers’ 
Galvanized flat, No. 28 gage, 
$5.30 base per 100 1lb.; corrugated No. 
28 gage, 2% in., $4.50 per square; one 
pass cold rolled black, No. 28 gage, 
$4.25 base per 100 Ib. Armco ingot 
iron galvanized flat, No. 28 gage, 


Prices 
stocks: 


$6.15: Toncan metal galvanized flat, 
No. 28 gage, $6.25; all for lpts of one 
to nine bundles. 


SINK TRAPS.—Lead sink traps have 
‘advanced with the raw lead market. 
Jobbers now quote 1% in. at 90c. each 
and 1% in. at $1.35. 


SHOVELS.—Manufacturers have _ re- 
vised upward slightly their prices ef- 
fective July 1. This is part of the in- 
auguration of the simplified schedule, 
which reduced the number of grades 
from four to three and eliminated 
a large number of sizes. Factory 
price of the base grade has gone 
up about 25c. per doz., while the pol- 
ishing extra, formerly $1 per doz., has 


| been marked up to $1.20, and the size 
| differential increased from 30c. per doz. 
| to 40c. 


Jobbers now quote: 


Class C, No. 2 polished, $12 per doz. 
Class B, "$14; class A, $15. 


SOLDER.—tThe advance in lead is re- 
sponsible for higher solder prices, the 
new quotation on half and half being 
38%c. per Ib. 

SWINGS.—Fair demand is noted, but 
if appears that the peak of sales has 
been passed. Jobbers quote: 
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Lawn, $8 each; porch, hardwood, 

Rs $6 to $8 each; 5 ft., $7 to $10; 6 

$8 to $12; springs, 30c. to 40c. per 

an &. chains, 45c. to 80c. per set and 
$1.85 to $2.25 per 100 ft. 


TIN AND TERNE PLATE.—Recent 

prices are holding. Business is good in 

both furnace and roofing material. 
Pittsburgh warehouse prices 


Ne py ternes, 8 ee ; ¥ x 28 

$13.90 per pkg.; 20 Ib. $19; 

25 Ib., $21; 30 lb., $59. 50; io be 'L C., 
25.35. Follansbee forge roofing. 
25. 15: furnace plate, I. Cc. L., 20 x 
- in., $13.50 per box of 112 sheets; 


I X - $15.50. 
VACUUM SWEEPERS.—It appears to 
be the plan of makers hereafter to in- 
clude attachments in the price; hith- 
erto there has been a price for both the 
sweeper and the attachments. 


WIRE PRODUCTS.—Jobbers still re- 
port a steady demand for nails and 
plain and barbed wire, but individual 
sales are small, indicating no tendency 
on the part of retailers to stock up. 
Prices are steady. 
We quote from Pittsburgh jobbers’ 
stocks: 


Fence Wire: 


(per 100 Ib.) me d wa 


No. 6 to 9 gage....... $3.0 45 
ES pei 3.50 
a 2 tsi nanepedatewnan 3.10 3.55 
PL - o¢0spnevedses eels 3.15 3.65 
i errr rr 3.25 3.80 
is Je “snenteedsddsnses 3.35 4.00 
i Mn Vinweesaneeu seed 3.55 4.25 
SS ae eee 3.75 4.45 
Barbed wire (per 80-rod spool): 

ED. occ nsnebysrebes 6e4 $3.00 
6 reer rs 3.20 
SE MED. «cenit veuseeseeadas Gee 
4- Di Me ccc cogbimaeweeeses oud A .50 
2-point cattle (special).......... 2.25 
Field Woven wire fence (per 100 

rods) 
DE ¢ccccawens eee buaneswenes< $39.00 
DE ciccctecencbeetaceebene «6 54.75 

Poultry 
i ie ‘cies sees <atwaeiseeueses $35.60 
th kines cdi edones Canes eon 43.00 
Fe ee ee eer 48.50 
Steel Fence Posts 

ls ‘ches se ctinend Path ceees bee ae 
7 Ti. ean désbnane ieee tae eee Eee 
7 Uk. dod otsinwines EAA Se 6 6d Wd 65c. each 
base, per keg, $2.95 


Bright nails, 
to $3. 


Goods Well Displayed Are 
Half Sold 


IRM belief in the rule that 

“merchandise well displayed 

is half sold” is evidenced by 
the window trim arranged by 
Michel’s Hardware Store at Cleve- 
land Heights, Ohio. 

Effective use has been made of 
the standard window trim ma- 
terial and counter display stand 
supplied by the makers of the line 
on display and during the time 
the window was used for this 
purpose, sales of these household 
and personal use brushes far ex- 
ceeded expectations. 

In the neighborhood served by 
this store, the house-to-house 
method of selling brushes has 
long been practised, and many 
housewives remarked that they 
were surprised and pleased to 
find comparable merchandise in 
the store at considerably lower 
prices. 
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THE NEW HAVEN CLOCK GOMPANY’S 
NEW 
True Time Tellers 


For those seeking unusual Alarm Clocks 




















TOM-TOM 
HEIGHT, 5% inches WIDTH, 4% inches 
4% inch cubist dial 
Convex glass Nickel-plated octagon case, 
40-hour movement, back bell 
Intermittent alarm with shut-off, removable springs 


ee ee 
MEG Ae hn OE 
we ll a Zz --A4 EO RT OIE AE ; 


Suggested Retail Price—Plain Dial $3.25 hn 
Suggested Retail Price—Radium Dial $4.25 





GOTHIC 
rt SSS Bi Tat-Too Jr. Alarm 40 Hour Movement 
WIDTH, 2% inches Bowed Glass 
YTEIGHT, 3% inches Russet Bronze Case 


Full Size Gold Dial 


Suggested Retail Price 
Alarm $3.75 
Timepiece $3.00 
Alarm Radium $4.75 


Alarms and Watches 


New Haven “True Time Teller’ Alarms and 
Watches are Advertised regularly in “The Sat- 





Pee SQUARE Mp aae urday Evening Post” and the “American Mag- 

Tat-Too Jr. arm 4 our Movement xy ‘ ie . 

2% inches Square Bowed Glass azine.” Display your True Time Tellers and 

Full Size Silver Dial French Bronze Case be hare of the busi h Ads are 
Suggested Retail Price receive your share of the business these ‘Ads are 

Alarm $3.25 Timepiece $2.50 hound to create 


Alarm Radium $4.25 




























CLOCK MAKERS FOR MORE THAN ONE HUNDRED YEARS 
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Hardware ‘Trade Satisfactory in Boston 


Territory—Collections Reported F avorable 


(Boston office of HARDWARE AGE) 


OBBERS report some slowing up in business this month, but 
J the general situation is quite satisfactory. The slowing up is 

seasonal and is due largely to the fact that city retail dealers 
are doing somewhat less because so many people are away for the 
summer and to the fact that there has been a further falling off in 
construction in the cities. On the other hand, those retail dealers 
located in the vacation zones and in the smaller towns of New En- 
gland are doing a good business. Furthermore, they are paying 
their bills more promptly, which bolsters up the credit, situation. 
It is believed the average retail dealer is carrying a well-balanced 
yet not excessive stock of merchandise and that July sales will turn 
out better than indicated at the moment. 

On the other hand, jobbers continue to report difficulty in inter- 
esting the average retail dealer in futures. Earlier in the year the 
retailer evinced considerable interest in fall and winter goods, but 
during the past month or month and a half has shut down on con- 
tracting further than immediate requirements. Reasons for this 
change in attitude vary considerably. Possibly more jobbers now 
believe the lack of interest in fall goods is due more to poor retail 
business the early spring months than anything else. Possibly the 
average retail dealer wants to find out if he is going to make up 
business lost then before branching out extensively. Some jobbers 
feel that possibly the average retailer carried over more fall and 
winter merchandise than is generally believed. Retailers them- 
selves are usually non-committal, or have no special reason other 
than “I think it best to hold off a while longer.” 





AUTOMOBILE ACCESSORIES. 
—Manufacturers of automobile tires 
and tubes have telegraphed local job- | 
bers that there has been a reduction in 
Other than that simple state- 


prices. 
ment, jobbers have received no _ in- 
formation. It is assumed, however, 


prices will be 10 per cent to 25 per 
cent lower. 

AXES.—Local jobbers continue to ob- 
tain forward orders for axes, but so 
far this summer there has been no real 


pep to business. 


quote from Boston jobbers’ 


stocks: 

Axes.—Without handles, single bit, 
$24.50 per doz. net, double bit, $19.50 
flint edge with handle, single bit, 
$18.75. Ship Slineer, unhandled, sin- 
gle bit, $15.10. Flint Kkdge, with han- 
dle, boys’, No. 2, $12.50; house, 2% 
Ib., $12.25. Jimdandy, with handle, 
No. 2, $17: house, 2% Ib. $10.75. 


BICYCLES AND TIRES.—There is a 


good steady call for bicycles, but most | 


retail dealers are ordering gvods only 
as needed. Jobbers assume there will | 
be some sort of an adinstment con 
bicycle tires within th 1.ear futv-e, 
but admit they have had no word to 
that effect from manufacturers. 


We qucte from Boston jobbers 
stocks: 

Bieyotes —Men’s, 20 in., $30.55 each 
net; 22 in., $30.50; arched bar, $31 25: 
motor bike type with double bar, 
$32.75. Women's, 20 in., $32.75; boys’, 
18 in., $29. 

Bicycle Tires.—Guaranteed, $4 per 
pair net: stoneproof, $4.25 


CAMP STOVES.—Retail dealers in 
certain localities have evidently had a 





| good camp : stove ‘business. They have 


_been obliged to reorder from jobbers. 


We quote from Boston jobbers’ 
stocks: 

Camp Stoves.—No. 2, $8.50 each 
net: No. 9, $6.25. 


CUPS —Jobbers report a brisk demand 
'for a new line of drinking cups just 


put out by the American Thermos in- 
terests. 


We 
stocks: 
Cups.—Drinking, American Ther- 


/ 
quote from Boston jobbers’ 


mos line, No. 82, four cups to set, $1 
per set list. Discount 25 and 10 per 
cent. 


DRYERS.—The demand for dryers has 
hung on longer than ever, says jobbers, 
who add that sales so far this season 





sponding period last year. 


We quote from Boston jobbers’ 

stocks: 

Clothes Dryers. — Four-line, $5.50 
each, net: five line, $6. 


| FISHING RODS.—AII kinds of fishing 
tackle have sold well this season, but 
the demand for steel fishing rods has 
been particularly good. Jobbers main- 
tain that prices are unusually low, 
which accounts for the excellent sales 





this year. 
| We «auote from Boston jobbers’ 
stocks: 
Fishing Rods.—Steel, Vim, 58c. each 
net: Sunn'brow bait $1, fly $1.10: 
| telescope, > 6 ft., $1.65; 


$1.65; 9% ft., 
casting, complete. $1.65. 


FLASHLIGHTS AND BATTERIES.— 
The flashlight makers are again put- 
ting out an assortment of cases and 








batteries that corresponds in many 
ways with the assortment which was 
such a big seller in 1925. It retails at 
$1.25 per case and battery, and con- 
tains 12 No. 2604 cases and six No. 
2631 cases with batteries and is known 
as No. 18. The cost to the retail dealer 
is $14.63 per assortment net. 


FLOATS.—At least one jobbing house 
has had a remarkable business in 
torpedo floats for use by those learning 
to swim. The jobber in question has 
experienced difficulty in keeping a 
sufficient supply on hand to supply re- 
tail requirements. 


We quote from Boston jobbers’ 
stocks: 

Floats.—Torpedo, large, No. 15, $10 
per doz. net; Junior, No. 14, $8. 


GARBAGE CANS.—Carbage cans, par- 
ticularly the underground varieties, 
continue to sell well. Most retail 
dealers covered their requirements 
some time ago, but quite a number of 
them have reordered goods at least 
once, and sometimes twice within the 
past month, 


We quote from Boston jobbers’ 
stocks: 
Garbage Cans.—Sexton line, under- 
ground, No. 1, 17 x 19% in., steel out- 
side, $9.50 each list; No. 2, 18 x 25 in., 
steel outside, $11.50; No. 5, 15 x 24 in., 
steel outside with cast iron _ top, 
$13.50; No. 6, 18 x 24 in., steel outside 
— cast iron top, $17; No. 50, 17% x 
4 in., concrete outside, cast iron top, 
$15. 50; No. 60, 20% x 24 in., concrete 
outside, cast iron top, $ ’ 
Discount 33% per cent. 


GAS PLATES.—tThe recent hot weath- 
er materially helped retail dealers to 
dispose of gas plates. Jobbers report 
comparatively little doing, however. 
Rs quote from Boston jobbers’ 
stoc 
Hot Plates.—Gas, black, one burner 
(small), $2.45 per dozen net; nickel, 
$1.20 each, with star burner, $1.83. 
Two burner, black, $1.83; nickel, $3.99. 
Three burner, black, $2. 80; nickel, 
$5.48. 
HEATERS.—Jobbing prices on _ the 
Landers, Frary & Clark line of electric 
heaters have been reduced approxi- 
mately 7% per cent, following the re- 


are far in excess of those for the corre- | ©¢!Pt of new price lists from the manu- 


facturers. Revised prices follow: 
We quote from Boston jobbers’ 


stocks: 
Heaters.—Electric, Landers, Frary 


& Clark line, No. E9927, Ri 15 each 

net: No. E9953, $4.50; No. E9955, 

$1.85; No. 9954, $5. 
HULLERS.—Jobbers stocks of straw- 
berry hullers are down to narrow 
limits, and at the rate retail orders 
are coming in, another week presum- 
ably will clean up wholesalers’ supplies. 
It is doubtful if they reorder again this 


season. 


We quote from Boston jobbers’ 
stocks: 

Hultlers.—Strawberry, $3.40 per gross 
net. 


ICE TONGS.—A somewhat freer move- 
ment out of retail hands is the story 
on ice tongs. Dealers serving the so- 


Reading matter cor.cinued on page 58 
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© Do your profits depend 
on the turn 9 
E: 


of CHANC 












How much money did sou make 
on heaters last season? Did your 
capital invested earn a fair rate 
of profit? Does your experience en- 
courage you to look upon heaters as 
@ profit- paying line—a line that 
deserves energetic selling effort? 
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[* you could visit a hundred merchants just like yourself 

—in locations similar to yours— 

—if you could compare notes with them on the styles of gas 
heaters that meet with popular demandin their territories— 

—if you could analyze their sales records— 

—wouldn’t that experience be a mighty valuable one for 
you? Wouldn’t it give you some definite idea of how to 
shape your merchandising policy? Wouldn’t it help you 
in a tangible way to buy your heater stock with a view 
to profitable selling? 
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Proven Profit Chart Now you haven’t the time, the resources and maybe not 
showing the specific sales records of retail merchants 4 ‘ A ° . 
who have increased their heater profits by concen- the inclination to indulge in such a study. But we, as 
“i ae manufacturers serving the retail merchants of the country, 


the Adams Nos. 4, 10 and 11 mae ; 
have been able to garner this information for you. 


For the purpose of overcoming some of the evils that have 


sna | harassed the retail merchant selling gas heaters we recently 
| BUSSES R eR | made a study of the buying and selling experiences of 

wisduiviesvivtviel¥ hundreds of typical hardware, furniture and tile and mantle 
Teieleiefejeieieieje] dealers all over the country. 


The result of this study is contained in a book 
we have just published entitled “Charting a 

Safer Course to More Profits.’’ A copy will 
be sent to you on request. 


Apams Brotuers Mere. Co., 
INCORPORATED 


1500 Fayette Sr. 
Pittsburg, Pa. 











No. 4 

A beautifully designed 
heater priced for volume 
selling. 










dal 






The solid value 
built into this 
heater has made 
it the biggest 
selling number 
in the Adams 
line of Cheer- 
ful Radiant 
Heaters 


~~CHEERFUL 


Radiant Heaters 






A copy of this new book will 
be sent to you on request. The 
coupon is for your convenience 


















Balanced stocks mean 
greater net profits. 










Apams BroTHERS MANUFACTURING Co., INc, 
1500 Fayette Street, Pittsburgh, Pa. 
I am interested in making more profits from radiant heater 
merchandising. Send me a copy of your new book —“Charting 
a Safer Course to More Profits.” 

















Name 
Address 
City 
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called summer country and seashore 
trade are having the best call for tongs. 


We Boston jobbers’ 
stocks: 
ice Tongs.—Boston “ rn No, 1102, 


quote from 


$17 per doz. net; No. 03, $19; No. 
1104, $21; No. 1105, $23.60. Ely pat- 
tern, iron handle, 12% in., $3.30; 18 
n., $6.50. Wood handle, 24 in., $11; 
28 in., 12. 


KEGS.—Retailers are still taking kegs 
in goodly quantities. Orders being 
placed now will not be filled until 
August or later. 


We quote from Boston jobbers’ 
stocks: 

Kegs.——Oaktite line, varnished and 
sealed, 5 gal., $1.35 each net: 10 gal., 
$1.80; 15 gal., $2.05; 20 gal., $2.30; 25 
gal., $2.80; 30 gal., $3; 50 gal., $4. 


LANTERNS AND GLOBES.—Numer- 
ous retail dealers who believed they 
had enough lanterns and globes to 
carry them through the summer have 
been obliged to come into the market 
for fresh stock. There has been some 
belated buying, as well, consequently 
the movement of stock out of jobbing 


hands is somewhat larger than 
usually is at this time of the year. 

We quote from Boston jobbers’ 
stocks: 

Lanterns.—Oil, Monarch, No. 0, $8 
per doz. net; with ruby globe, $9.75; 
Blizzard, No. 2, it D-Lite, $13; Lit- 
tle Wizard, $8.5 Mill lanterns, 
24.75 in lots of rae dozen; Beacon, 
$31.50; Driving, left hand, $17.50; 
roadster, wagon, left hand, $17.25. 
Gasoline, No. as2i, $5.25 each net; 
No. L427, $6; poultry house lantern, 
$7.50. Hy-Lo, $7.50 per doz. net. 

Globes.—BEBlizzard, Fitzall, in less 
a five dozen and in five dozen 
ots: 

Less Five Doz 
Blizzard, locknob ....... $1.25 $1.10 
eae 1.30 1.15 
Spee, DU cccceocccscs ae 3.00 
Little Wizard .......... 1.15 1.00 
Junior Blizzard ......... 1.20 1.05 
OARS.—Some orders for oars are 
being placed with Boston jobbers. 


Sales to date are somewhat in excess 
of those for 1925, and it is believed 
that retail stocks are small. 
therefore anticipate additional orders. 


We quote from Boston jobbers’ 
stocks: 

Oars.—Northern fir, copper tipped, 
18c. per ft. net. 


PORCH GATES.—Now is the time of 
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» ‘one Gates.—Wooden, slatted, No. 
$12 per doz. net; No. 4, $14; No. 5, 
si No. 6, $18. 


PRESERVING KETTLES. — Jobbers 
are making quite a push on preserving 
kettles and securing excellent results. 
Most of them carry a big assortment 
of all kinds, consequently are in a posi- 
tion to supply almost anything a retail 
dealer may require. 


We quote from Boston jobbers’ 
stocks: 

Preserving Ketties.—Cast alumi- 
num, 14 qt., $5.40 each net; 16 at., 
$5.64; 20 qt., $7.04; 24 qt., $7.87. Alu- 
minum, 14 qt., $2.03; 18 qt., $2.84. 
Covers are not included. 


| PRUNING TOOLS.—It has been neces- 
‘sary for retail dealers to reorder on 
_various kinds and makes of pruning 


 sente so good has been the public de- 


| 


it | 


mand. In fact, the demand for all 
kinds of garden, orchard and haying 
tools is quite satisfactory to jobbers. 
We from Boston jobbers’ 
stocks: “ 


Shears.—No. 
French wheel, 


per dozen net; 
$20; No. 9, $23; draw cut, No. 


quote 


ladies, or rose, $8 
No. 8, 
5403. 


$25; No. 5402, $28; No. 5406, $15.50; 
No. 65406 in lots of six or more, 14: 
Handy Andy, No. 5404, $12.50. No. 
10, ladies’ or rose, $5; full size, No. 0, 
$4.50; No. 23, $6; No. 65, $8; No. 40, 
$15; No. 240, 19; No. 290, $23; Ameri- 
can wheel No. 39, 9.50; No. 263, 
9 in., $10. 

Pruners. ee i Tet No. 0, $2 

each: No. 2.25; No. i 


'SCREENS AND DOORS.—Retailers 
-are still backward in ordering screens 


and doors, 


and jobbers admit that 


bookings to date are well behind those 


2. | 


Jobbers | 


the year to keep the babies in some | 


cool place and mothers evidently realize 
this fact, because the market for porch 
gates is more active than it has been 
in some time. 


We quote 
stocks: 


from Boston jobbers’ 


AMERICAN HARDWARE 
ERS ASSOCIATION CONVENTION, Atlantic 
City, N. J., Oct. 19, 20, 21, 22, 1926. 
Headquarters, Hotel 
Charles F. Rockwell, secretary, 
Madison Avenue, New York City. 
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CALIFORNIA RETAIL HARDWARE AND | 


IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Sacramento Memo- 
rial Auditorium, Feb. 15, 16, 17, 18, 
1927. Hotel headquarters, The Sena- 
tor. Le Roy Smith, secretary, 112 
Market Street, San Francisco. 


NATIONAL HARDWARE ASSOCIATION 
CONVENTION, Atlantic City, N. J., Oct. 
19, 20, 21, 22, 1926. Headquarters, Ho- 
tel Ambassador. T. James Fernley, 


Ambassador. | 


for 1925. It is assumed that some re- 
tail dealers carried over enough stock 
to start the season with and that they 
_ will not order until obliged to. 


We from Boston jobbers’ 
stocks: 

Doors.—No. 241, 2/6, $17.88 per doz. 
net from’ store; 2/8, $18.75; 2/10, 
$19. 82; 3/7, $20.75; No. 384, 2/6, $25. + 


quote 


2 ‘ 
$33.12; 2/10, $35.06; 
: 345G-14, 2/6, ne 88 2/8, 

$41. 31: 2/10, $43.06: 3/7, $44.63. 
Screens. —Competitor, No. 2, $4 per 
dozen net from store; No. 3, $4.81. 


Hummer, No. 1833, $4.38; No. 2433, 
$5.19: No. 2437, $5.56; No. 2837, $6.50: 
No. 1833G, $4.56; No. 2433G, 5-44: 
No. 2437G, 5.81. Diamond E, No. 
eg No. 3, $12; No. 12, $14; No 13, 
16 


SPRAYS AND SPRAYERS.—M ost 
New England gardens have progressed 
to the point where it is necessary to 
_spray, which accounts for the increase 


MANUFACTUR- | § 


| 
| 
{ 
| 














| 1927. 





July 15, 1926 


|in the movement of sprays and spray- 
ers out of retail stocks. There is some 
buying from jobbers, but not a great 
deal, however. 





We quote from Boston jobbers’ 


stocks: 





Arsenate of Lead.—Swift’s in paste 
form, in case lots, 1 lb. cans, He 
per Ib. net; 5 lb. cans, 1eece > 
cans, 16%c.; 25 lb. cans, 14i4c:; b. 
cans, 13%c.; 100 Ib. cans 12%c.; in 
dry forms, in 1 Ib. bags, 30c. per ‘Ib.; 
in 4 Ib. bags, 18c.; in 10 lb. bags, 18c. 
in 100 Ib. bags, 18c. 

Pyrox.—In case lots 1 Ib. 
to the case, $7.80 per case; 
crocks, 12 to the crate, $15; 10 Ib. 
crocks, 6 to the crate, $13. lb. 
containers, 4 to the crate, $20. 50; 50 
lb. kegs, $8.75: 100 lb. kegs, $14.10. 

Dry Lime Sulphur.—In 1 Ib. pack- 
ages, 20c. net; in 5 lb packages, 18c. 
per lb.; in 10 Ib. packages, 16c.; in 
25 lb. drums, 12c.; in 50 lb. drums, 
lic.; in 100 1b. drums, 10c. 

Fungi-Bordo.—Dry Bordeaux mix- 
ture, in 1 lb. packages, 24c. net; in 
4 lb. packages, 17c. a Ib.; in 5 Ib 
packages, 19%c.; in 25 Ib. packages, 
16%c.; in 50 Ib. packages, 14%c; in 
100 Ib. packages, 1l4c. 

Sorayers. —Midget, $2.50 per doz. 

Continuous, $6.50; 


ars, 24 
n 5 Ib. 

















net: Cyclone, $4; 

compressed air, galvanized, $4.50; 
brags, $6.25; standard spray pump, 
$3.50; fog sprayers, $4.50; bucket 


sprayers, $3.05. 


STEPLADDERS.—Retailers are plac- 
ing repeat orders for stepladders with 


jobbers. 
We quote from Boston jobbers’ 

stocks: 
$1.05 


Stepladders.—Narnannee, 3 ft., 
each net: 5 ft., $1.75; 6 ft., "$2.10. 
Combination stool and ladder, $12 per 


doz. net. Paris, 3 ft., $1.80 each net; 

4 ft., $2.40; 5 ft., $3; 6 ft., $3.60; 7 ft., 

$4.20: & ft., 4.80; 10 ft., $6. 
TOILETS.—tToilets are going some- 


what better, report retailers, but the 
trade apparently has enough stock on 
hand for current requirements because 


jobbers report comparatively _ little 
doing. 
We quote from Boston jobbers’ 
stocks: 
Toilets.—FEureka, chemical, $7 each 
net dry chemical, $4.88 per dozen 


packages net; liquid, $1.35 a gal. 


WINDOW GLASS.—Jobbers are solic- 
iting window glass business for retail 
fall requirements. The jobbers are 
giving extended bill datings, and this 
policy is popular with the retail trade. 
We from Boston jobbers’ 
stocks: 
Window Glass.—First bracket, 89 
per cent discount; 34 to 40 bracket, 
88 per cent discount; over 40 bracket, 
86 per cent discount. Double, all, RK 
per cent discount. 


quote 


= —_—- —— 


Coming Hardware Conventions 


secretary-treasurer, 505 Arch Street, 
Philadelphia, Pa. 


New YorRK STATE RETAIL HARDWARE 
ASSOCIATION, INC., CONVENTION AND 


| EXHIBITION, Albany, Feb. 8, 9, 10, 11, 


John B. Foley, secretary, City 
Bank Building, Syracuse. 


NortH DAKOTA RETAIL HARDWARE 


ASSOCIATION CONVENTION AND EXHI- 
_BITION, Grand Forks, Feb. 8, 9, 10, 


1927. C. N. Barnes, secretary, Grand 


Forks. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 15, 16, 17, 18, 1927. James B. 
Carson, secretary, 411 Mutual Home 
Bldg., Dayton. 





RETAIL HARDWARE 


SOUTHEASTERN 
AND IMPLEMENT ASSOCIATION, COM- 
POSED OF ALABAMA, FLORIDA, GEORGIA 


AND TENNESSEE, CONVENTION AND EX- 
HIBITION, Jacksonville, Fla., April 19, 
20 and 21, 1927. Walter Harlan, sec- 
retary, 701 Grand Theatre Building, 


Atlanta, Ga. 


TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
18, 19, 20, 1927. Dan Scoates, secre- 
tary-treasurer, College Station. 


WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBI7ION, 
Parkersburg, Jan. 18, 19, 20, 21, 1927. 
James B. Carson, secretary, 411 Mu- 
tual Home Bldg., Dayton, Ohio. 


Reading matter continued on page 60 
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SLIDING DOOR 
Reference 


Book 


That's just what this new Co- 
burn Catalog No. 140 is—a sliding 
door reference book. By consult- 
ing it, a hardware dealer can rec- 
ommend to his customers the best 
type of sliding door to use in any 
opening—-from china. closet to 
warehouse. The Catalog also con- 
tains complete data on the amount 
and type of hardware required in 
every case. This is a valuable ref- 
erence book which every hardware 
dealer should have. 
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ATTRACTIVE METAL SIGN 
FOR YOUR STORE 


THs attractive metal display sign 


dealers. 





ae SALE HERE 





handsomely 
finished in three colors is furnished free to Coburn 
It is fitted with both cord and easel so 
























































Folders 


that you can either hang it on your wall or use 
it for counter display. 


These 2-color, 6-page folders 
should sell sliding door garage 
hardware for you. Furnished free 


to Coburn dealers with names im- 
printed in quantities sufficient for 
use counter handouts or en- 


velope-stuffers. 


as 


SLIDING DOOR 
MODE! 


tlandsomely painted 
model showing two popular types 
of Coburn Sliding Door Garage 
Hardware. A salesman that will 
sell hardware for you. Send 
coupon below for catalog, samples 
of sales aids and full information. 


working 


Sales Aids and Advertising 


plus a combination of superior features found 
in no other make of Sliding Door Hardware 





* & 


Coburn 
Hanger 


All Coburn Hang- 
ers, designed for use 
on garage doors, are 
made with Cast Iron 

heels; Case - hard- 
ened; Cold-rolled Steel 
Stud and Roller Bear- 
ings; Drop Forged 
Steel Pendant and 
Stamped Steel Petti- 
coat. These are fea- 
tures of construction 
which, in addition to 
the Track and Bracket 
Features listed below, 
make sales and assure 
satisfaction. 


Other 
Coburn Features 


Coburn “Round 
Trough” Track, in- 
vented by Coburn, is 
the strongest and 
most rigid type of en- 
closed track that can 
be made. 

Coburn Brackets 
are the only Cast Iron 
Brackets made. They 
are twice as strong 
and more rigid than 
the wrought steel 


brackets usually used. 








Move COBURN SLIDING DOOR HARDWARE 


N aggressive advertising and merchandising 
campaign is now working to help Coburn 
dealers increase their sales and profits on Co- 
burn Sliding Door Hardware, especially Slid- 
ing Door Hardware for garages. 


The advertising campaign has been carefully 
planned to influence everyone who installs, 
specifies or buys garage door hardware. Nearly 
three and a half million individual Coburn ad- 
vertisements will appear in architectural and 
builders’ magazines. Over three and a half 
million advertisements will appear in news- 
papers. In all, over seven million Coburn sales 
messages going out in 1926 to those who 
specify, install and buy garage door hardware. 

To enable Coburn dealers to reap the bene- 
fits of this advertising, we have prepared a 
complete line of dealer sales aids, some of 
which are shown and described above. 


Coburn is the original sliding door Hard- 
ware. It was invented by Coburn. It possesses 
a combination of superior features which will 


Faster 


sell it when compared with any other make of 
sliding door hardware on the market today. 
These structural advantages are listed to left. 


All Coburn Sliding Door Garage Hardware 
is packaged in complete sets to save the deal- 
er’s time in handling and to facilitate stocking. 
Packaged sets contain all necessary hardware 
including track and complete instructions for 
installing. 

Well-known, well;advertised, and with built- 
in features of construction found in no other 
sliding door hardware—that describes the Co- 
burn product. If that’s not a profit combina- 
tion, what is? 


Send the coupon below for your copy of 
Catalog No. 140, samples of sales aids and 
complete information. 


Coburn Trolley Track Mfg. Company, Main 





Office and Works: Dept. B3, Holyoke, Mass. 
Branches: New York, Boston, Philadelphia, 
Chicago. 
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COBURN TROLLEY TRACK 
Dept. 
Please send me a copy of your new catalog No. 

samples of dealers’ 


MFG, CO. 


B3, Holyoke, Mass. 
140, 


sales aids and complete information. 


4 J) SLIDING DOOR HARDWARE | I Sr 
© = INVENTORS AND MAKERS OF PRESENT TYPE 
SLIDING DOOR HAROWARE SINCE 1848 ©. a ae a a i 
6 ah dete eee oad eae aie ee 
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Seasonal Lull in Northwest Trade— 
Collections Favorable—Prices F; irm 


(Minneapolis office of HARDWARE AGE) 


ITH the coming of the mid-summer time, the usual lull in 


the trade seems to have set in. 


Dealers and jobbers alike 


are finding that, with the coming of the vacation period, 


there has been a slowing up of trade, especially 
Country trade in many localities has been fairly good for 


cities. 


in the larger 


the spring trade, with sales keeping up to or exceeding those of last 


year. 


materially to their record for last vear. 
has been a disappointment in this 


much ahead of last year. 


In the larger cities many of the dealers had expected to add 


But in some cases there 
respect, the totals running not 


Crops throughout the Northwest are very much improved since 


the recent rains, especially the small grains and the corn. 


In some 


sections north of the Twin Cities the potato crop, it is reported, will 


not yield as well as last year. 


But this same crop in the district 


south of the Twin Cities is giving promise of a good return. 


Collections are well up to those 
district. 


general conditions for the next few weeks. 


very firm, showing few changes 
quarter of the year. 





AXES.—Sales are normal, with good 
stocks on hand. Prices have not 
changed. 

We quote from jobbers’ stocks, 
fo.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight axes at $21.50 


per dozen net. 
BOLTS.—Demand for bolts is steady, 
with stocks well filled. There is no 

change in prices. 
We 


jobbers’ stocks, 
irriage bolts at 
bolts at 50-5 
75 per cent 
cent from 


quote from 

fo.b. Twin Cities: C; 
17% per cent; machine 

per cent; stove bolts aft 

and lag screws at 55 per 
lists. 
stable. 
We 


Sales are fair, with price 
Stocks are well filled. 


jobbe Ts’ 





stoc ks, 


quote from 
fob. Twin C ities Wire brads in 
Ib. boxes at 75 per cent from list 


BUILDERS’ HARDWARE. — Building | | 
is going forward at a fair pace, though 
perhaps not so rapidly in the larger 
cities as last year. Small home build- 
ing is still very good in the suburbs of 
the cities, and in the smaller trade cen- | 
ters. There is a nominal amount of 
commercial and other building in prog- | 
ress. A medium grade of finishing 
hardware is in demand for homes. | 
CARPET SWEEPERS. Call fair, 


with ample stocks on hand. Prices show 
no changes. 

We quote from 
fo.b. Twin Cities: 

Carpet Sweepers, 
$54 per dozen: Elite, 
Grand Rapids, nickeled., 
per doz; same jap., 17 
doz.; Parlor Queen. $56 
Princess, $50 per dozen: 
nickeled, $46 per dozen, and jap., 
per dozen. 

Toy sweepers, Littl Gem @ and 6 
doz. cartons), $3.75 per dozen: Little 
Jewel, 1 doz. cartons, $10, and Junior, 

1 dozen cartons, $16 per dozen. Little 

Helper, $2 per dozen. 
CHURNS.—Sales in this line are fair, 
showing some increase over the earlier 


95 
- 


EE 


1S 


jobbers’ stocks, 
American Queen, 
$60 per dozen: 
15 in., $48 
in., $60 per 
per dozen; 

Universal, | 


$42 








of last year in nearly all of this 


Prospects for fall trade are fair, with much depending on 


Prices are remaining 
for the beginning of the third 


demand. Prices have 


spring not 
changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Barrel type churns 

at 35 per cent from list. 
EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Demand is normal for 
this time of the year. Stocks are well 
filled, with prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, single 
bead 28 ga. eaves trough at $5.50 per 
100 ft.; 28 ga. 3 in. conductor pipe at 
$5.40 per 100 ft. and 28 ga. 3 in. el- 
bows at $1.73 per dozen, net. 


FIELD FENCE.—Call is fair, with the 


| 


pure putty in 50-Ilb. drums at $4.85 


cwt., net. 


| HAMMERS AND HATCHETS.—Sales 


are running at normal, showing per- 


haps a slight slowing up from the 


HOSE.— 


spring rate. Stocks are well filled, with 


prices steady. 
We quote 
f.o.b. Twin Cities 
nail hammers, $12.60; 
oe. Bane Riverside, 


from jobbers’ stocks, 
s: Maydole, No. 11% 
Plumb No. HF- 
No. 611%, $12; 


Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50: No. 2 claw, 


$13.75 per dozen, net. 

The heavy sales of the spring 
have given way to the steady demand 
of summer. More frequent showers 


_have perhaps cut the sales to some ex- 








interest of the farmers already turning | 


toward the harvest. Haying is demand- 
ing attention at present. Stocks are 
_ ample for the call, with prices ‘steady. 


We quote from jobbers’ stocks, 
fob. Twin Cities: 26 in. 10 ga. top 
and bottom 12% ga. intermediate type 


of fence at $30.04 per 100 rods, with 
other sizes and weights in proportion. 


Sales are steady, with no par- 
demand from any one field. 











. 
4B ARs 


ticular 


Stocks are well assorted, and prices un- | 


| changed. 
We quote from jobbers’ stocks, 
fob. Twin Cities: 3est grade files 
at 50 per cent, and second grade files 


at 60 per cent from lists. 
GALVANIZED WARE. — Sprinkling 
cans have been selling well, also pails. 
Stocks are well filled, with prices steady 
as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. | 
galv: anize -d tubs at $7.50: No. 2, $8.2 
No $9.45: heavy tubs. No. 1, $12. 60 
No. 4 $13.80: No. 3, $15; standard 10 
qt. pails, $2.70: 12 at., $3.05: 15 qt.. 
$3.40: stock pails, $5, and 18 


16 at., 


qt., $5.50 per dozen, net 


| GLASS AND PUTTY.—Call is light at 
_ present, with stocks ample to meet the 


demand. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 


gle strength glass, 83 per cent; double 
strength, 85 per cent, and strictly 








} 


| 
i 


tent. Stocks are still in good condition, 


with prices unchanged. 

quote from jobbers’ stocks, 

baer Cities: Competition, 
3 ply, Leader, 

7 in. y, $10.75; 
a in., 6 ply, 75: Bull Dog, %®% In., 
7 ply, $14: Riverside, molded, % in., 
black, $14; % in. $12 .50; red, ™% in., 
$14.50: % in., $14 ‘per 100 iilia net. 


ICE CREAM FREEZERS.—Sales are 
mounting rapidly in this line, with the 
warmer season of the year upon us. 
Stocks are in readiness for this call, 


with prices steady and firm. 
We quote from jobbers’ 
f.o.b. Twin ‘ities: 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 4 
qt., $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
14 each; 15 qt., $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1 qt., 
$3.35 each 2 qt., $3.90 each; 3 qt., 
$4.65 each; 4 at., $5.70 each: 6 qt., 
$7.25 each: 8 qt., $9.35 each; 10 qt.. 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 qt., 
$5.65 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each: 6 qt., $10.45 each; 8 qt., 
$13.50 each: and 10 gqt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per cent. 

Auto-Vacuum Freezers. No. 1, 
$3.33 net: No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers.—Bricht. galvanized, 
tapered, 2 , per dozen; same 
size, ename ‘led- galvanized, $10 per 
dozen: 4 qt. size, enameled-galvan- 
ized, $18 per dozen, and 1 qt. size, 
Junior, enameled, $4.80 per dozen. 
These are net prices to dealers. 

Arctic Freezers.—1 qt., $4: 2 qt., 
$4.60: 3 qt., $5.55; 4 $6.80; 6 qt., 
$8.60: & at., $11.10; , $14.80; 12 
qt., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ dis- 
count of 50 per cent off this list. 


LANTERNS. for lanterns is 
steady, though rather light. Stocks are 
ample to meet the demand, with no 
changes in prices. 


$9.50: 


stocks, 





We quote from iobbers’ stocks, 
f.o.b. Twin Cities: Long or _ short 
globe tubular lanterns, $13 per doz., 
net. 

LAWN MOWERS.—Sales are _ good, 
with stocks still well assorted. Prices 
have not changed. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Philadelphia styles 
A and C mowers at 35-5 per cent: 
style FE, 40-5 per cent; style K, 35 
per cent, and Riverside ball bearing, 
$8.75 each, net. 


Reading matter continued on page 62 
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The NEW Hygrade Lamps 
are a better buy for you, too 


Six standard lamps,—15, 25, 40, 50, 
60 and 100 watts—take the place 
of 45 types and sizes of the older 
lamps. 


Less space on your shelves and in 
your stockroom. 


A complete stock to meet every 
demand. 


A smaller investment. lowered 
overhead and greater turnover. 





Next time your customer asks for a 25-watt lamp 
don’t waste your time and his trying to find out 
whether he wants a regular vacuum lamp, a milltype 
lamp or a round bulb lamp. 


Instead, give him a 25-watt NEW Hygrade Lamp, 
frosted on the inside. 


It will give a better diffused light than the old 
straight-sided clear vacuum lamp—and cost no more. 


[t will cut down the glare like the old outside-frosted 
lamp, but will let more light shine through—and 
cost less. 


It will be as rugged and efficient as the milltype lamp 
—and cost less. 


It will be as decorative as the round bulb lamp—-give 
more light—and cost less. 


Both in service and price it’s a better buy for your 
customer. 














HYGRADE LAMP CO 


GENERAL OFFICE 
AND FACTORY 





VY savem Mass 
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MILK CANS.—Demand is very good, 


with ample stocks to meet it. Prices 
show a slight advance. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gal. 
milk cans at $2.65 each; 8 gal. at $3.15 
each, and 10 gal. at $3. 25 each, net. 


NAILS.—Demand for nails is steady, 
but shows no great brilliance. 


ing is fair, as before stated, but there 


is no rush. Dealers are keeping up their | 


assortments, and ordering frequently. 
Prices show no changes. 
OIL HEATERS.—There 
at present on this line. 
with the dealers. Prices 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned and ~»polished steel, $3.66 


each, and No. 016, nickel polished 
steel, $5.32 each, net. 
PAINTS AND WHITE LEAD.--Paint 
sales have been very good for the past 
few weeks. Stocks are being kept up 
to meet the demand, but are 


Stocks are low 
have 
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Hic.; No. 12 tea pots, 


$2; and No. 


231 utility pans, 
$1. 67 « No. 24 tea pots, 
06 tea pots, $2.33 each, net. 


REGISTERS. — Call is fair, 
lighter than earlier in the year. It is 
apparently between seasons in this 
line. Stocks are well filled, with no 


being 


changes in prices. 


Build- | 


is no demand | 


not 


We 
f.o.b. 


isters 


quote from jobbers’ stocks, 
Twin Cities: Wrought steel reg- 

at 40 per cent from lists. 
ROPE.—Demand for rope is good along 
certain lines of trade. 
selling well. Stocks are well 
with prices slightly changed. 


filled, 


\v quote trom jobbers’ stocks, 
f.o.b. Twin Athen: Best grade manila 
rope at 2 . base cba roost 
grade sisal rane ~ INc. Ib.. biase 
SANDPAPER.—Demand is fair, with 
stocks well filled. Prices have not 
| changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best xzrade No. 1 
sandpaper at $6.65 per ream: second 
grade No. 1, $6 per ream, and garnet, 


being | 


watched carefully by the dealers. Prices | 
show no changes. 


have not changed. 
We 
f.o.b 
paint at 
cans, and 


stocks, 
house 
rallon 
cCon- 


jobbers’ 

First grade 

$2.80 per gallon, in 1 

white lead in 100 Ih 
tainers at $13.84 cwt.. net 

PAPER.—Sales are fair, with stocks 

well filled. Prices have not changed. 

We jobbers’ 

fo.b. Twin Cities: Red rosin build 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 ewt., and tarred felt at $3.35 
cwt., net 


PUMPS. 


quote from 
Twin Cities: 


quote from tocks 


There is a very good market 


for pumps in the Northwest, and this | 
fact is being recognized by the dealers, | 


who are pushing sales along this line. 


time of year. 


is 


Stocks are ample for the call, with | 
prices showing a firm basis. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
§-in. stroke, $6.85: adjustable stroke, 
$7.50; No. 495, underground discharge 
windmill force, adjustable stroke. 
$14.35; No. 415, $14.65: No. 405. hand 
lift, 6-in. stroke, $4.25: No. 182 hand 
lift, 6-in. stroke, 6 ft. set length, 
$5.25 eac h, net 

PYREX OVENWARE. — Demand 

fair, though not so great as in the 
cooler weather. Stocks are well as- | 
sorted. Prices have not changed, but 


there is a slight change in the num- | 


bers shown 


We quote from jobbers’ stocks, 
foh Twin Cities: No. 625 casseroles, 
$1 17: No. 6338 casseroles, $1.17: No. 
209 ) pie nlates, 50c.; No. 210 pie plates, 
87 - No 919 bread pans, 60c.; No 


SOLDER.—Demand is fairly good, with | 


No. 1, $16.50 per ream. 


_TIN.—Call is steady and fair. 
Haying rope is | 
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ie 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 


and half solder at 4lc., and strictly 
half and half solder at 40c. Ib., net. 


STEEL SHEETS.—Sales are fair, with 
ample stocks to meet the demand. 
Prices have not changed. 

We quote from 
f.o.b. Twin Cities: 
sheets at $5.60 cwt., 
black steel sheets at $4.35 cwt., 


jobbers’ stocks, 
Galvanized steel 
base (28 ga.) and 
base. 


Stocks 
are well filled, and prices steady. 

We 
f.o.b. 
20 xX 
S Ib. 
box. 


TORCHES.—Sales are running at 


quote from jobbers’ stocks, 
Twin Cities: Furnace coke, ICL, 
28 tin at $14.50, and IC, 20 x 28, 
coating roofing tin at $15.25 per 


a 


fair rate, with stocks still well filled. 
Prices have not changed. 


SASH CORD AND WEIGHTS.—Call is 


fair, with stocks well filled. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
ah at 73c. Ilb., and second grade at 

7%c. 1b.; cast iron sash weights at 


$2 10 ‘owt. net 


SCREEN DOORS AND WIN 





Prices | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43, qt., $5.76; No. 45, qt., 
$6.53; No. 47, qt., $7.08; No. 48, at, 
$7.48; No. 49, qt., $8.54; No. 52, qt., 
(flat), $696 each. Turner Standard 
Line, No. 8, qt., $5.33; No. 14, qt., 
$5.76; No. 22, qt., $6.53; No. 30, at, 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05; No. 92, qt., $6.79; No. 93, qt., 
$7.42; No. 105, qt., $4.88; No. 205, qt., 
$5.25 each Turner firepots, No. 583, 
$7.20; No. 63, $7.97; No. 66, $10.18; 
No. 76, $7.13; No. 34, $8.67 each, net. 


WHEELBARROW S.—Demand is 
_ steady, though perhaps not so heavy as 


Demand has improved rapidly with the | 


coming of warmer weather, 


Stocks are still in good condition, and 
prices are firm. 
We quote 


from jobbers’ stocks, 
f.o.b. Twin Cities: Common scree 
doors, 2-8 x 6-8, $1.63 each; fancy, 
2-8 x 6-8. $2.44 each: Sherwood ad- 
justable window screens, 24 in., $6.40 
and Wabash extension, 24 in., $5.20 


per dozen, net. 
SCREWS.—-Sales are normal for this 
Stocks are kept in good 
condition, with only a slight change 
in the prices on flat head bright screws. 
We from jobbers’ stocks, 
f.o.b. Cities: Flat head bright 
wood at 80-20 per cent: flat 
head, 72%-10 per cent: 
round head blued, 77%-10 per cent; 
flat head brass. 77%-10 per cent: 
round head brass, 75-10 per cent from 
lists. 


SNATHS.—Sales are good, with prices 


quote 
Twin 
screws 

japanned, 


|. firm. 


jobbers’ stocks, 
Sevthe snaths No 
bush snaths at $16 


We 
f.o.b. 
50 at 
per dozen, 


quote . from 

Twin Cities: 
$13.20; and 
net. 


| and the | 
real beginning of the mosquito season. 


| us. 





| WIRE.—Sales 
| wire, 





stocks well filled. Prices are advanced > 


from last quotation. 


earlier in the year. Stocks are ample 
for the call. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel tray oy 
bolted wheelbarrow, $37 doz.; No. 2, 


tubular, $7.33 each, ‘and No. 1 garden 
barrows, $6.25 each, net. 


WIRE CLOTH.—Demand is very good 
at present, with the insect season upon 
Stocks are still well assorted, with 
dealers filling in carefully on popular 
sizes. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted 
wire cloth, 12 x 12 mesh, $1.90 “ar 


100 sq. ft., base; alumina, x 

mesh, $2.35 per 100 sq. ft. aR 
galvanized, 14 x 14 mesh, $2.70 per 
100 sq. ft. base, and 16 x 16 mesh, 


$3.10 per 100 sq. ft., base. 


are steady for fence 
stocks in good condition. 
Smooth wire is selling at a steady 
though not heavy rate. Stocks are still 
well filled, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle 
wire at $3.01 per 80 rod spool; painted 
bog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt.; and galvanized 
smooth wire No. 9, $3.70 ewt. 


with 


The Ephemeral Store Keeper 


HE ephemeral store keeper who has long been a 
thorn in the side of business has been elevated to 
the dignity of a civic problem, it is found by the Civic 
Development Department of the Chamber of Com- 


merce of the United States. 


“The ephemeral merchandiser is attracting atten- 
in a statement on the 
“because his failures affect not only his com- 
petitors who know the costs of doing business, but also 
the manufacturer and the wholesaler. 

“The widespread adoption of zoning regulations— 
there are now 435 zoned cities and towns, 


tion all along the line,” it says 


subject, 


themselves 


ness. 
with a popu- 


lation of more than 27,500,000—has given us a new 
method of studying this problem that the retailers 
have found unsolvable. 
adopting a zoning code is to assign very generous 
areas to commerce so that there may be no hindrance 
to legitimate expansion. 
there has been rezoning, but in spite of such rezoning 
experience is showing that many of our commercial 
districts are too large. 
velopment which gives a general impression of cheap- 
There is not enough legitimate demand for more 
than a fraction of the frontage.—Today’s Business. 


The practice in 


In hundreds of instances 


The result is a disorderly de- 


Reading matter continued on page 65 
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BADGER : 
Flat and “V-Type Fan” Belts 


Badger Fan Belts, both Flat and V-type styles, are made with one cardinal x6 


point in view—SERVICE! They are the result of years of experience in 
building Fan Belts that really are DEPENDABLE—that DO NOT _ x 
DISAPPOINT. They are offered to the trade solely on that basis. 


BADGER 
V-TYPE FAN BELTS 


Made of heavy cord fabric 
center, fully impregnated with 
live rubber for flexibility and 
long wear, then wrapped with 
several. plies of high-grade 
fabric, fully molded, and _fin- 
ished with attractive red rubber 
coating. Each belt labeled in- 
dividually, showing No. and cars 
it fits. Packed 5 belts in heavy 
shipping container conveniently 


labeled. BADGER Ke 
FLAT FAN BELTS ~— 


,) 
Built up of multiple plies of 46) 
high-grade, square cut _ fabric, £6) 
dipped m rubber compound to sea! 6 
open sides against oil and water. a) 
Square-cut fabric is best protec- ny 
tion against stretching or break- 26 
ing. Each belt labeled, showing 
No. and cars it fits; packed 5 or 10 io 
belts to heavy container, according Ke 
to size, and fully labeled. £6) 
@ 








Ke 

Dealers, ask nearest Jobber for samples, prices, terms, etc. or write ~ 
ie 

THE BADGER RUBBER WORKS te 
MILWAUKEE, WISCONSIN = 


Ke 
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SLEBEEBEEEAASZASSESAASZASASZSAZASASASSESSSASZSSSABSE 


VRVLLLLLLLELLLELLLLLSLLLELLLLLELELY PEELE SEE seesyoe sees se pons 


toy 


xo 


SLLLLYL 











64 HARDWARE AGE July 15, 1926 


DISPLAY 
CABINETS 


GOODELL-PRATT 


TOOLS 


FURNISHED FOR THE COST 
OF THE TOOLS ONLY 





Tool departments are invariably located right up by the front door. ‘This is just 
recognition of the pulling power and importance of tools. You can capitalize 
this to the limit by using Goodell-Pratt Display Cabinets on your counters. 


These beautiful cases, made of carefully selected solid oak, are offered for the 
cost of the tools only. Finished to sample to harmonize with your other fixtures. 


Beside the effective display against a black velvet back- 
ground on three sides, the interior is fitted with four shelves 
that give 214 times the counter space required for the cabinet. 


You will find us ready to give liberal cooperation on 
special displays and panels too. 


Write today for full particulars and cuts. 


GOODELL-PRATT COMPANY 


shai 


GREENFIELD, MASSACHUSETTS, U. S. A. 


GOODELL- PRATT 


| Foy OT © et 64010) 0s 078) 5. 
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The above picture is that of the window display of tools in the store of the J. Russell Co., Holyoke, Mass. Note the 
compactness and neatness of the entire display. A window of this kind is certain to.attract the attention of passersby 


The Tool Department 


Tool Selling 


By Don. Thatcher 


q VY OOLS are a very large part of the 20 per cent 
of active selling items comprising the average 
retail hardware stock. Tools are used by more 

people than are any other items of equal dollar im- 
portance. Because of their general use by farmers, 
householders, manual and vocational training stu- 
dents, sportsmen and others as well as mechanics, 
they offer the hardware merchant more opportunities 
for sales than are found in any other line of goods 
handled by retail hardware stores. 

The appeal of tool convenience, values and pleas- 
ure to so large a part of every community means that 
the merchant’s treatment of tools has an influence 
upon his entire business. Mechanics and home users 
are constantly replacing lost, worn-out and misused 
tools, as well as adding new tools to their working 
kits and home assortments. 


Make It Easy 


The first principle of the sales division of merchan- 
dising is to “Make it easy and attractive for people 
to trade with you.” The second—‘“satisfy your cus- 
tomers.” 

Build your tool business upon these two basic foun- 
dation stones of “Good Merchandising” and your en- 
tire business will feel the beneficial effects. 

The first step toward carrying out the first prin- 
ciple is in displays—window and case displays of 
tools attract attention—the better the display—the 


larger the sales. Where good displays are supple- 
mented with knowledge about the goods and that 
knack of passing along information that is such an 
important part of salesmanship, satisfactory sales 
are assured. 

After obtaining the buyer’s attention the next thing 
to do is to satisfy him. Where the tool user obtains 
tools that satisfy is where he purchases his replace- 
ment and new tools. One may say that principle is 
equally true of all other goods—it is—but tools, espe- 
cially good tools, have that response to touch that at 
times seems to make them almost alive—the finish, 
hang, heft, edge and the way they fit the hand and 
lend themselves to the work they are intended for 
make a much stronger personal appeal to the likes or 
dislikes of the user than do the other honest pieces 
of hardware that are wrought, ground, shaped and 
made with tools. So the first consideration is to sat- 
isfy your customer. Satisfied tool buyers become 
regular customers. 

The first step toward satisfying the buyer and mak- 
ing the purchase easy for him would not be difficult 
if we could know the motive that prompts the inquiry 
or desire to purchase. 

A person is attracted to merchandise by a reason 
or motive—we meet them at the point of inquiry— 
they seek something, we probably have it. If we can 
ascertain the motive or reason that drew them, sales 
would be easier. So as far as is reasonably possible as 
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the inquiry is made, especially by those who exam- 
ine this tool, then that one, if we can ascertain the 
reason or motive we are almost sure to make a sale. 

Home users and amateurs are often prompted just 
by the desir@ to add to their kit a tool that attracted 
their attention, probably a new tool or a tool shown 
in a new way or for a purpose new to them. Me- 
chanics and trade workers are usually prompted by 
necessity or convenience—the tool that attracts them 
is needed, possibly to replace a lost or broken one, 
or as often occurs, perhaps the mechanic thinks it 
will do the work for which it is intended, better than 
the tools he owns. 

To make the purchase easy—which is just the re- 
verse way of saying quick sales—and to satisfy the 
customer we have to draw upon the second part of 
the first essential, knowledge about the goods, the 
purpose they are intended for and how to use them. 
For these reasons there is included in nearly all of 
this series of tool articles, a little information about 
some tools. 

As one acquires knowledge about tools and becomes 
acquainted with the purposes they are intended for, 
sales are easier made. People like to buy goods from 


men who know their goods and know how to show 


them. 

Many a tool is misused through ignorance, many 
more are painfully doing work they are not intended 
for—when the man who has been laboring with a tool 
not intended for his purpose finds or is offered the 
tool suited to his needs he is an enthusiast about that 
tool and believes in the man who had the knowledge 
to sell it to him. 

One of the most staple and at the same time one 
ef the most misused tools is bits. Aside from machine 
bits which are a story in themselves, there are many 
types and patterns of wood-working bits, which are 
the kinds mostly handled by hardware stores. Bits 
are intended for boring holes, boring a hole is cutting 
a circle, the object is to cut clean a hole of the exact 
size desired with the greatest ease or minimum effort. 

So for different kinds of work and for use in the 
numerous kinds of woods there are various kinds of 
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bits. The type or pattern of bit best suited for each 
kind of work, and work in different kinds of wood is 
determined by the bit-head, while the cut and pitch 
of the screw point regulates the cutting speed of the 
bit. 

For general use and where a smooth, clean bore is 
desired the extension lip, double cutter, double twist. 
double thread screw-point type of bit is desirable. 
This style is used by many carpenters and cabinet- 
makers who require smooth, clean cutting rather than 
fast cutting. This type of bit with single cut thread 
screw point will cut faster but not always as smooth. 
Single twist bits with clean cut single thread screw 
point are good for rapid work, boring with the grain, 
also for boring in wet, green and knotty wood. Ex- 
tension lip, single cutter, single twist bits with clean 
cut single thread screw points are good for rapid 
work and for use in heavy grained woods. 

In addition to the bit head determining the kind of 
work and kind of wood bit should be used for and 
in, and the cut of the thread of the screw point regu- 
lating the speed; the other essentials of good bits are 
that they shall be tapered to cut holes exact size de- 
sired, cut cleanly and not bind, also they shall give 
good chip clearance. Chip clearance plus fast cutting 
qualities are the points that appeal to the advocates 
of the solid center type of bit. 

Ship head auger bits, single cutter with screw are 
designed for heavy work; around shipyards, car 
shops, on trestle and construction work. They are 
also used in pneumatic and electric boring machines. 
Ship head augers, single twist without screw are used 
for deep boring—the bit being without screw point 
will bore straight without a tendency to follow the 
grain. This is the best type of bit for use in heavy, 
wet, gummy wood. It is also used for power bores. 

Of these basic patterns of head, cut, twist and 
thread there are many variations such as car and 
electricians’ bits and on down to the small house- 
hold gimlet. 

There is a good sale for bit sets in boxes and rolls 
Small assortments of loose bits sell well. 


Insecticides 


rE HE time is here when we must prepare to receive 

the annual visit from the flies, mosquitos, ants, 
beetles, and all the other insect pests. Yes, I said 
pests, and surely they are that, but without them 
there would be no sale for insecticides. Although I 
would not advocate that anyone start raising potato 
bugs in order to increase the sale of arsenate of lead, 
I do believe that by making use of the suggestion 
plan that every hardware man can sell more insec- 
ticides. 

We can usually tell a farmer when he comes into 
the store and, of course, many of them are regular 
customers whom we know anyway, but we do not al- 
ways sell them insecticides. Therefore it seems to 
me that it would be a mighty good plan to inquire of 


the farmer about his crops and bring the conversa- 


tion around to whether the insects are causing any : 


damage to them and incidentally sell him his insec- 
ticides. 

However, we should not consider the farmer the 
only user of insecticides; we should use the same plan 
on the home gardener, make suggestions and window 
displays that will appeal to the mothers of small 
children, to the dairyman, and in fact, to everyone, 
because no one is immune from the attack of some 
sort of insect during the summer. We must remem- 
ber that the season for selling insecticides is rather 
short and anything that we can do to add to the sales 
of this line means just that much more profit for the 
store. W. D. M. 


Reading matter continued on page 68 
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Now You Can Sell More 
Gite Giant Screw Plates 











This handsome all metal display rack 
with its four popular screw plates is 
not only a good sales proposition, but 
it’s a better buy. 


Screw plates, especially Q2Gant 
Plates, are good, staple, non-deterio- 
rating merchandise. Every hardware 
man knows it — every hardware 
man sells them, but mighty few let 
their customers know about it be- 
cause screw plates are big, clumsy 
things to display. 


















But our new all steel rack takes 
care of that. It’s solid, un- 
breakable, yet fairly light, and 
only occupies a couple of feet 
of floor space. 


Write today for our special 
price. You will be surprised. 
We urge you to act now 
because we have many 
orders on hand and when _/’ 
our supply of. racks is 


disposed of, our / 
f 


special price will , 


be withdrawn.  @TD 
f CORP., 
‘ Pig Greenfield. 

Use this =” Mass 


¢ 
coupon. Sf Let me have 





a your best price 
,f on the new No. 157 
? 
~~ ? 
GREENFIELD I TAPAND DIED \ / Lille Giemt 
CORPORATION ~? crew Plate assortment. 
GREENFIELD, MASSACHUSETTS ~ , on 
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A Sermon Was Preached on This Ad. 


Novel Ad of California Dealer Paid for Itself in Less 
Than a Week, Stimulated Business, and 


Inspired an Unusual Sermon 


L. KOKJER, a mechanical engineer, for seven 
years a foreman in the Union Pacific Rail- 
° road shops at Omaha, Neb., lost his health 
about two years ago and went to California. There he 
bought a poultry ranch but didn’t like it so sold out and 
bought a partnership in a general feed and grain busi- 
ness. He couldn’t reconcile himself to that, sold his in- 
terest, and on Nov. 21, 1925, he opened the first hard- 
ware store in Larkspur, Cal. Larkspur and Corte Ma- 
dera are adjoining towns. The population of each is 
small, but growing, and the Kokjer hardware store is 
the only one of its kind in the neighborhood, which is 
too small to support a local newspaper. 

Kokjer opened his store and began to wonder how 
he was going to let people 
know that he was there to 
do business. Apparently 
there was no way to do any 
kind of regular advertis- 
ing. Finally he hit upon 
the idea of taking the 
names and ’phone numbers 
of all the business estab- 
lishments in the two towns, 
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R. L. KOKJER 


GENERAL HARDWARE 


THE WINCHESTER STORE 
LARKSPUR, CALIFORNIA 


Nete —L—Larkapar; CM—Coerte Maders. 


talked about. People began to “look in” at the Kokjer 
store. They were impressed by its neatness and at- 
tractiveness. They found the proprietor a man of pleas- 
ing personality. They told their friends. Things were 
needed, hardware things; people bought at the Kokjer 
store. 

In less than a week after the telephone directory ads 
had been printed and distributed they had paid for 
themselves in actual sales, in fact they had more than 
paid for themselves. 

Two weeks later at the local church the clergyman 
preached a sermon, using the Kokjer ad as his text. 
The points of his sermon were theological interpreta- 
tions of the twelve tests as enumerated in the Kokjer 
ad of paint-hiding power, 
spread, working, brush 
marks, color, drying, dur- 
ability,, appearance, con- 
sistency, toughness, can 
condition and weight. The 
sermon caused an impres- 
sion in the community. The 
clergyman extolled the in- 
itiativeness and ingenuity 


Fang by Phone 





Manelactured By 
CALIFORNEA PAINT CO. 
OAKLAND, CALIFORNIA 
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body in the two towns. It 
immediately began to be 


This is Kokjer’s ad that inspired the sermon 


the first of the year and 
taken every one at a profit. 
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Display Rack for Hose 


‘ta rack, for garden hose and sill cocks, 
shown in the picture, is one of several home- 
made fixtures that have proved valuable assets to the 
Troxel Hardware Company of Denver. 

This rack is 3 ft. in length by 2 ft. high, and holds 
ten sill cocks, with short sections of hose attached. 








Four grades of hose are shown and of these two sizes 
are displayed of two grades, while three sizes are 
shown of the other two grades. 

These samples of hose being attached to the sill 
cocks, just as they would if in use, the rack has proved 
a very efficient silent salesman for both hose and 
cocks. 

It is made of one by six lumber, nicely finished. A 
3-ft. section, bolted flat on the display table, forms 
the base of the rack, and a like section at the top, 
held vertically in place by two 24-in. lengths of the 
same material, tapered toward the top and fastened 
with wood screws, holds the sill cocks, with hose at- 
tached. 

Just above each piece of hose is placed a tiny card, 
on which is the size, grade, cost mark and selling 
price. Thus the customer may easily select the very 
hose, in price and quality, that he wants, before the 
clerk is obliged to disturb a roll. 





Radio Radiations 

In connection with window and interior displays of 
radio it is a good idea to use a show card on which 
you call attention to the broadcasting of some special 
sporting event or some interesting feature on the reg- 
ular programs. Let people who haven’t radios know 
what they are missing. The average American is no 
longer interested in radio solely for the sake of the 
novelty of the thing. The various musical, sporting 
and political events are what interest him, and the 
more you tell him about these the more you are boost- 
ing your radio sales. 
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Meet competition with fine looking tools of 
good, serviceable quality—and selling at prices all 
can afford. CRE-CO-ITE Axes, Hammers and 
Hatchets are built to dominate this market. 


Mostly under a dollar, retail. Here are a few of 
the popular, fast-selling numbers it pays to 
stock— 
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Boy’s or Tourist’s Axe 
No. 








Camp Axe No. 112 





iF ; 


Broad Hatchet 

All CRE-CO-ITE Tools 
are equipped with the famous 
Grady Wedge. Simply a tap 


now and then keeps heads 
always tight. 


Ask Your Jobber or Write Us for 
Catalog “H” 


CRE-CO-ITE 


“Tools You Can Sell with Confidence” 












Other Competitive Numbers—MARION Brand 


Sheath Knives; Pitching Shoes; Sheep, Mule, Grass and 
Hedge Shears; Crass Hooks; Forged Tongs and Chain 
Coods; Dolly Trucks; Plate Class Push Plates; etc. 








MARION TOOL WORKS, INC. 


Subsidiary of Chicago Railway Equipment Co. 


5. Ais 


Marion. Indiana. U. 
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Your customers are interested 










Ww | 
Coffee | \ ail 
Like Mother — 


used to Make 


HERE is only one way~to obtain real coffee 
So) value. To grind it just before using is to 
assure you of its full strength. That is why 
thousands of housewives are grinding their coffee 
just before using in the Arcade Crystal Coffee 
Mill. It is truly a part of the modern kitchen 







equipment. 


No. 4 CRYSTAL 
The Home Coffee 
Mill Beautiful 


The No. 4 Crvstal is a house 











hold favorite, combining 
many outstanding features 
that appeal to the housewife. 
It is finished in either blue, 
white or black enamel, to 
harmonize with other kitchen 
furnishings. 


—adjustable burrs for fine or 
coarse grinding. 


—airtight glass canister that holds 
a pound of coffee. 


—graduated receiving cup for 
accurate measurement of ground 
coffee. 


—mill may be fastened to wall or 
kitchen cabinet in any con- 
venient place. 


We manufacture a varied line of 


glass and lox household coffee 
mill S. 


Ask us for catalog Write your 
Jobber for prices. 


ARCADE MANUFACTURING CO. 


Freeport, Illinois 


AKCADE 
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Hobbies 


pga do you get the most enjoyment from, what 
is your hobby? Luckily we do not all have the 
same hobbies, but to be happy, to be a success in busi- 
ness or any endeavor, we must have some hobby, some 
means of recreation and relaxation. Some people 
like to play golf, that is their hobby. Others like 
fishing, and that is their hobby. It doesn’t matter 
what sort of recreation it may be, it may be a home 
garden, or making radio sets, but I firmly believe 
that every man should have a hobby and be able to 
indulge in it. He should not indulge to excess nor 
allow it to interfere with his business. 

I had a talk recently with a business man who has 
no hobby. He doesn’t care for sports of any kind, he 
doesn’t care for the theater, for books, for anything 
in fact. I could not find anything that he is inter- 
ested in. He doesn’t like his work and, in fact, he is 
a rather unhappy individual, but I believe that if he 
would just force himself to indulge in some sort of 
recreation that he would become interested in a short 
while and everything would take on a different as- 
pect. I have never seen but few people of this fel- 
low’s temperament, but if any of you. readers are 
lacking a hobby, do not care to do anything like the 
average fellow, I would suggest you first see a doc- 
tor, and second, to take up some sport or start read- 
ing or something of that sort before you become mel- 
ancholy and commit suicide or worse. 





Builders Hardware 


Door by Door 


(Continued from page 32) 


CUDORGODOLORORERERDERODEDOtE: 





be a living advertisement for the salesman and the store 
that has the foresight to employ salesmen who “know 
their goods.” 

The owner and manager of every hardware store 
shculd recognize the necessity for his salesmen knowing 
the goods they are assigned to sell. It is one of the most 
important business policies he can adopt. It should not 
be left to the salesmen to “dig up” or “‘soak up” the in- 
formation as best they can. The manager should lay 
the plans and aid and encourage his salesmen in every 
reasonable way to acquire a complete knowledge of 
their goods. Money cannot be made in a store without 
selling the merchandise, and a poorly equipped salesman 
cannot sell as many goods as one who “knows his 
goods.” 

The series of articles entitled ‘Builders’ Hardware 
from the Ground Up” by the writer, which were printed 
in HARDWARE AGE a year or so ago, met with such a 
pleasing reception that we have planned to enlarge on 
the subject through another series of articles which will 
treat of “builders’ hardware” more from the angle of 
selection, use and application. Each article will under- 
take to suggest suitable hardware for a particular type 
of door or window. In this way we hope to assist be- 
ginners and young salesmen, readers of HARDWARE AGE, 
to acquire a sufficient knowledge of “builders’ hard- 
ware” to help them through until, by experience, they 
gain the strength to use their own wings. 
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Qutside of Business Hours 


F I were to start telling all you | 
We men behind the counter who > 
read this magazine what you ty 
should do and should not do out- We 
side of business hours, you would 
probably all call me an old crank CdaITy the 
or some sort of a reformer who / & \ 
has nothing better to do than to C can , S 
find fault with the youth of today. 
That idea would be entirely wrong, sanitary 
however, because in reality, I am XX= 
a young man behind the counter X X= CENTURY 
considerably under 30 and what I have to say is merely CENTURY COOLERS 


the viewpoint of a young man obtained by observation 
and experience. 7 COOLERS . DEALER’S NAME 
I have heard many young men say that it was no 4 AND ADDRESS 
one’s business how they spend their time after work- a 
ing hours. In one sense, that is quite true, providing 
they do nothing lawless, but on the other hand, per- f, th mM } 
haps in a rather indirect way, it is their employers’ OF C SC VES 
business. It is their business, whether or not their Cvery 6 months 
employees’ reputations are above reproach. It is their 
business if th@y are at dances and parties every night we have them 
and are all tired out and worthless on the job. We 
must all have some recreation, but the young men who 
can get their enjoyment in some manner which will | 
not harm their reputation and will not leave them tired re 
and sluggish on their jobs, will find that, whether or . 


ff 
not it is anyone’s business, they will be more valuable | ays lor 


and will receive their reward in advancement. 


Times have changed and we spend our time at differ- itself CVerLY 
hs 
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{ DEALER’S NAME 
AND ADDRESS 
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ent things than of old, but still that old maxim, “Early : 
to bed and early to rise, etc.”” holds true just as when t 
it was written. I am very much in favor of outdoor SLX Ion 


recreation. I believe that young people should play IN ICE saving alone the XXth 


outdoors more than they do. An occasional dance, a Century Cooler pays for itecif 
show, or a party is fine, but I also believe that any- every six months. ’Phone or call 
thing done outside of business hours which tends to to see it. 


cut down our efficiency during working hours is our 
employers’ business and they have a perfect right to 
ask that we do differently. Truly, they can not stop 
us from using our time as we please, but it is for our 
own good that we be alive and energetic on the job. 


= A part of the service 
we offer hardware dealers 


EPRODUCED above are 3 newspaper advertise- 


DEALER’S NAME 
AND ADDRESS 














Armies and Bands 


HE first standing army of modern times was estab- . — ree in a or ng — 

: : — the XXth Century line. e sha ye glad to sen 

lished by Charles Vil of France, in 1446. Previous cuts of these advertisements to any hardware dealer 

to that time the king had depended upon his nobles for free of charge. Our Service, Department will also be 

contingents in times of war. A standing army was first glad to prepare special advertisements for whatever size 

established in England in 1638, by Charles I. but it was or type of publication you may wish to use. W rite us 

. . . : for full details and an interesting booklet, “New Facts 

declanes ingen, a8 wel as the cemeniption sf: the roxa On How to Drink Water for Health.” Cordley & Hayes, 

guards, in 1769. The first permanent military band in- world’s largest makers of sanitary drinking devices, 10 
stituted in England was the yeomen of the guards, estab- Leonard Street, New York City, U. S. A. 


lished in 1486. 





ae COOLERS 


“Yesterday a cloud of sorrow fell upon the way; 
It may rain again tomorrow, but 
Ain’t it fine today!” 
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Competition 


MONG fire department officials there has been 
much laughter at the expense of the fire depart- 
ment of the city of Tulsa, Okla. It seems that one of 
the members of that fire department recently rushed 
into his fire house screaming that one end of the city 
was aflame. The alarm was given, the apparatus 
turned out and rushed toward the threatening glow. 
But, when they arrived at the locality where the fire 
was expected to be, it was found that the glow had 
been caused by nothing more serious than a beautiful 
sunset. 

The one word which is almost certain to make the 
average retailer or retail clerk shudder is the word 
“Competition.” To them, competition is something 
akin to a threatening conflagration, something which 
is just about to swallow them up. The mere fact that 
our economists tell us that competition is the life of 
trade means nothing whatsoever to them. And yet, 
why is it, if they fear competition so much, that re- 
tailers continue to flock together? Why is it that in- 


stead of locating their competing stores as far as pos-~ 


sible from each other the retailers of each line of busi- 
ness tend to locate their establishments just as near 
to each other as possible? Is it because they know 
the consumer will do a certain amount of shopping 
about anyway and the competing stores which are 
nearest to each other are certain to attract the great- 
est number of such shoppers? The ideal locality for 
retail merchandising would certainly not be the one in 


which only one retailer in each line was located. Cer- 
tainly under such conditions each retailer would not 
get 100 per cent of the trade in his line. There would 
always be an increasing percentage of those persons 
who felt urged to look elsewhere, even though it 
meant a special trip to the next important shopping 
center. 

Indeed, there is no one thing which can better in- 
sure that a retailer and his clerks will continually 
keep up on their toes, ever growing and developing 
as merchandisers, than the right sort of competition. 
This is so if for no other reason than because the 
public believes that competition benefits it. Stores of 
one type located near to each other will usually attract 
more trade than more stores will which are located in 
isolated places. Competition is the father of Quick- 
Turn-Over, and Quick-Turn-Over is the modern fairy 
which insures not big profit-per-sale but big-profit-per- 
dollar invested. Competition is not a threatening 
blaze but a sunset promising a better tomorrow. 





There is a saying, “No man can serve himself well 
who serves others ill.”” The chief application of this 
to the hardware salesman lies in th@ fact that to 
serve customers poorly means ill success in selling. 
Lack of selling success means the ill serving of the 
boss. It ought to be plain enough that a salesman 
who serves his customers and his boss badly is not 
helping his own case very much. 





GORBIN 





Weoed Serews 
Drive Screws 
Ceach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Preducts 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nets 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nats 

Jack Chain 
Plumber's Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 
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UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


Warechouses—New York, Chicago, Philadelphie 
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NEW BRITAIN, CONN. 


Western Factory—Dayten, Ohio 
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Job or Position 


N editorial appearing in 
the Elks Magazine for 
June, 1926, contains a ser- 
mon that possibly some young 
men in the hardware busi- 
ness as well as in some 
other kinds of business would 
do well to heed. Under the 
heading, “Job or Position,” 
the editor says, 

“It is a good sign when a 
man speaks of his ‘job.’ It 
sounds homely and earnest. 
When he is careful to refer 
to his ‘position’ or ‘situation’ 
or to give it some other high 
sounding title, the chances are 
he is thinking more of preserving his assumed dignity 
than he is of rendering service.... All work honestly 
performed is dignified, whether it be done by a banker 
in his luxurious office or by a stevedore on the dock. 
And the man who regards his daily task as beneath his 
dignity, to be spoken of deprecatingly, or to be given 
a false importance of mere title, is not likely to get 
promoted; for he does not bring to its performance 
that joy of labor which is essential to real success. 
... The fellow who hunts a job is more likely to find it 
than the one who seeks a position.” 
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Dealers who best serve their customers always 
supply the type of Levels the majority want. 
Some time ago we sent a Questionnaire to one 
thousand Dealers and Jobbers in all parts of the 
country to learn if Adjustable Levels were in 
demand. 

Hundreds of replies were received stating that 
mechanics did not favor Adjustable Levels, be- 
cause their factory accuracy could be tampered 
with. It is different with SAND’S Wood and 
Aluminum Levels. 


Although I agree with these statements, I believe that 
they are not pointed at the average hardware man. My 
experience has been that the fellow who gives to his 
daily task a false importance and a high sounding name 
usually has a vocation that is quite insignificant in 
comparison with the fellow who has a “job,” so, if 
it helps to make him happy, let’s allow him to continue 
calling his work a “position.” It is usually the younger 
fellows who take this attitude toward their work and 
they must learn from experience. Preaching will do 
no good. When they have learned more of the ways 
of the world, they may graduate from their “positions” 
to “jobs,”’ but until they have had their fling at assumed 
dignity, we may as well let them have their “positions.” 

WwW. D. M 





Whether you have a white collar job or not does 
not depend as much upon what occupation you take 
up as upon how you act in that occupation. There 
are white collar positions in every field if you go 
far enough up the line. James A. Garfield once said, 
“Do not, I beseech you, be content to enter upon any 
business that does not compel constant intellectual 
growth.” There is no business that does not compel 
constant intellectual growth if you expect to get to 
the top or anywhere near it. 


SAND’S 


Wood and 


Aluminum 


LEVELS 


SAND’S LEVELS TELL THE TRUTH 








Their accuracy cannot be tampered with. It is 
permanently built in at the factory. ‘Sands 
Levels tell the truth” and are in constant demand. 
They are the most satisfactory levels a dealer 
can sell. 


WE ARE THE SOLE DISTRIBUTORS 
OF STEVENS’ LINE LEVELS 


which need no introduction to the trade. 


Send for Literature and Trade-prices. 


Sand’s Level & Tool Co., 8629 Gratiot Ave., Detroit, Mich. 





Nationally 
Known Since 1895 
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Mechanics Who Try Them 
Continue to BUY Them 


The purpose of the Armstrong advertising in the 
Plumbing, Mining, Industrial and Mill Supply fields is 
to induce mechanics who are not using GENUINE 
ARMSTRONG PIPE TOOLS to try them. 


And to influence these as well as present users 


“To Buy from You Instead of Us” 


We feel sure that those who try GENUINE ARM- 
STRONG PIPE TOOLS will continue to BUY them, 
because of the satisfaction they give. 

We are doing everything in our power to send and keep 
this trade in Retail Hardware Stores where it rightly 
belongs. 

Nor do we forget the Jobber. Our policy is a “Square 


Deal” all around, so we say: Please order from your 


Jobber instead of sending to us. 


Catalog Free If You Want One 


The ARMSTRONG MFG. pant 


Our Only Addresses 


Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 


ARKA 1 TRONG’ 


STOCKS, DIES R.GAS “~> STEAM 
TOOLS AND THREADING NOHINES 
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Funnel, Magnet or Both? 


HERE are two general ways to get much-de- 
sired customers into a store. One might be 
likened to the methods of the funnel. When a fun- 
nel is placed in a bottle’s mouth it makes it easy 
for the liquid to be poured into that bottle. If the 


| incoming stream comes anywhere within a good- 


sized radius, it is readily directed into the rela- 


_ tively small neck of the bottle intended to receive it. 


The retailer who believes in funnels is the type 
who is careful about the location of his store, so 
that it stands directly in the paths of the greatest 
possible number of customers and prospects in the 
course of their daily rounds of business and pleas- 
ure. He gathers them in, to buy, as they come 
within his radius. 

The other most used method for getting much- 
desired customers into a store might be likened to 
the magnet. The magnet is not merely emblematic 
of the receptive mood, as is the funnel. Instead, it 
has force and action within itself, the ability to 
actively attract and pull toward it. The retailer 
who believes in this type of merchandising is the 
man who is careful to see that his shelves are 
stocked with known-value (which usually means 
advertised) goods, that his establishment, and par- 
ticularly his clerks and other employees, give ser- 
vice, so that the act of buying at his headquarters 
is an actual pleasure. All these and many other 
practices on his part act as would a magnet to pull 
and draw in those who are his legitimate prospects. 
He is careful to have attractive windows to further 
attract the people. 

But why not a combination of these two excel- 
lent methods, the magnet being inside the funnel? 
Why not the happy combination of well-located 
store with advertised goods on the shelves and a 
spirit of friendly service on the part of the em- 
ployees, all rolled into one? That would be the 
ideal combination which would be hard to beat and 
which any retailer could illy afford to miss. 





Manufacturing Buttresses Trade 


Evidence that the United States has come to rely 
upon its manufacturing rather than upon its natural 
resources alone for its exporting supremacy is dis- 
closed in an analysis of our world trade for the first 
quarter of 1926 made by the Department of Foreign 
Commerce of the Chamber of Commerce of the United 
States. 

In spite of the excess of imports over exports in re- 
cent months, the trade is marked by an increase in 


_ exports of finished manufactured goods, while the de- 


crease occurs in all other groups. 

“Our exports of finished manufactured goods for 
the first quarter of 1926,” the analysis reveals, “in- 
creased 15 per cent in value when every other great 
group declined severely. The commodities designated 
as ‘finished manufactures’ comprise 44 per cent of our 
exports, totaling over $485,000,000, the greatest value 


_ since the first quarter of 1921, a period in which the 


" inflated post-war prices were still evident. 





Increased 


exports of automobiles, machinery, iron and _ steel, 


and gasoline accounted for a large part of this gain, 
while decreased exports of cotton, copper, and food- 
stuffs were largely responsible for declines in other 


groups.” 
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The Man Before the Counter 


To the man behind the counter 
We owe much of our success, 

And we’re mighty glad to praise him 
And our debt to him confess; 

He’s the keystone of our business 
And the backbone of our trade; 

Every sale through which we profit— 
By the man behind is made. 


But the man behind the counter 
Would be just an utter loss— 
If it wasn’t for that other 
With the dollars free to toss 
To the man behind in purchase 
Of the things that he must sell, 
Or the man behind the counter— 
Must retire for a spell. 


And the man behind the counter— 
If he’s keen to hold his place, 
Must cultivate that other 
When he meets him face to face; 
He must do his best to please him, 
Win his confidence and trust— 
For the man before the counter 
Is dispenser of the—‘dust!” 


To the man behind the counter 
We owe much of our success, 
And we’re mighty glad to praise him 
And our debt to him confess; 
But the man behind the counter 
Would be useless on the floor— 
If it wasn’t for that other, 
For the man that stands—before! 
—William Ludlum. 





Fire Salvage 
OW much of the estimated national fire loss of $570,,- 


000,000 for 1925 is due to fire and how much is | 


due to water is a question raised in the latest fire pre- 
vention bulletin of the National Fire Waste Council 
issued through the Insurance Department of the Cham- 
ber of Commerce of the United States. 

No one knows what the water loss is but the Coun- 
cil concludes that it is considerable. For this reason 
it directs attention to possibility of reducing it by or- 
ganized salvage. 

Fire chiefs in a number of cities are now directing 
their efforts not only to extinguishing fires but to pro- 
tecting property from water damage. The city of Los 
Angeles, for example, has organized two salvage com- 
panies as a part of the fire department. The fire chief 
reports that on two different occasions the salvage com- 
panies effected a saving in water damage of approxi- 
mately more than $100,000. Other cities are equip- 
ping their fire departments with salvage covers which 
are used to protect merchandise, furniture and vari- 


cus other articles. 
—From Today’s Business. 
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THE D. W. BOSLEY CO. 


WEATHERSTRIP 


“o} 
| 


At Last!! 


An All Metal 
Weather Strip 
Anybody 
Can Apply! 


Without Removing the Sash 


It’s here at last. The first prac- 
tical, efhcient, foolproof all metal 
Weather Strip that sells over the 
retailer’s counter and stays sold. 


Fast, Clean, Profitable 
Sales That Never 
Come Back 


Bosley’s Economy All Meta! Weather 
Strip brings greater profits to the hard- 
ware dealer because: 


It comes in unit cartons—complete 
equipment in each carton for one win- 
dow or door. (Door bottoms only, 36” 
to 48”, in special cartons). Each sale, 
therefore,-is clean and fast. . No meas- 
uring. No back-tracking. .No lost ‘mo- 
tion. No lost time., No erief. Nails 
and instructions inside the carton tell 
exactly how to install. None of the 
seller's time lost in explaining. Costs 
buyer much less than any other prac- 
tical metal weather strip. Result— 
MORE buyers CAN and DO buy it... 
more business for you. Foolproof. Any- 
one can install satisfactorily. Therefore, 
more business created by satisfied cus- 
tomers. Nationally Advertised—there- 
fore Nationally known and NATION- 
ALLY wanted. 





Ee 24 
© Cartons 
™ toeach 

case 





Generous margin of profit on each sale. 


Your jobber will supply you. 


1901 Carroll Ave., Chicago 


BOSLEY'S 





Trade-Mark Reg. U. S. Pat. Office 


The Metal 
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Does It Snow in Your Community? 


T may seem rather strange to be talking about snow 
problems and snow in general right here in the 
middle of July, but that is exactly what we are going to 
do. We hope that the recollections of last year’s snows 
may be conjured up by this editorial and make you 
comfortably cool while you are reading it and that the 
things you read here will make you “burn up the earth” 
trying to get the business we hope to show you. 

Now for the snows. Remember that last winter we 
had some mighty heavy snows that tied up traffic over 
an extensive area and for a considerable length of time. 
And, oh, how the wind blew for a time! Remember 
how we turned up our ulster collars to protect the tips 
of our ears and to keep out the chilling flakes of white- 
ness? We got into our motor cars and started home. 
Remember how the roads were drifted? We had an 
awful time trying to plow through some of the drifts, 
but finally succeeded, and we sure were thankful to 
step into a warm, cozy home. 

Of course, retail hardware dealers know how badly 
the roads were drifted, for the roads were impassable 
for many weeks this past winter, and the fact that 
farmers could not get to town cut deep into the normal 
sales of many thousands of dealers. You bet you re- 
member, if you are a dealer in the northern half of the 
country. 

And while farmers were “drifted in” at home, the 


railroads and the bus lines were having their difficulties. 
You remember that many trains in the central west 
and the east were stalled in drifts for hours and hours 
and that the railroads went to a great deal of expense 
to extricate their stranded trains and re-route them 
over other roads to their destination. 

Dozens of buses stalled in drifts far from towns and 
cities where their passengers might obtain accommoda- 
tions. Hundreds of patrons of bus lines were compelled 
to seek shelter in some neighboring farm house until a 
way could be found to take them to some neighboring 
town or city. 

Now, Mr. Merchant, that is going to spell money 
for you. There are some sales arguments for you. 
What can you sell with those arguments? 





More Valuable Than Kings 


When the King of Belgium reached Paris not so 
very long ago on the first lap of his trip to India, he 
saw a gathering of about one hundred newspaper men 
at the station. 

He was rather taken aback, for he is naturally a 
shy man. Besides, he was traveling incognito, and 
therefore informed the reporters that he could not 
grant them an interview.—The Bulls Eye. 














+ $b ae 
I ) A ( . LAWN 
Ry AAT 
Every property owner in than your share of the busi- 
your vicinity is a possible mess. 

buyer of fence. The beauty Page Lawn Fence is made in 
and quality construction of two styles to meet different 
Page will make ready sales price requirements. Write for 
and quick turnover. Order a complete information, prices, 
supply today and display it and for the name of the Page 

ap prominently. You'll get more dealer in your vicinity. 
wave PAGE STEEL AND WIRE COMPANY 

i An Associate Company of the American Chain Company, Inc. 

FENCE DEPARTMENT: Bridgeport, Conn. 
° District Sales Offices: 
Echicago New York Pittsburgh San Francisco 
In Canada: Dominion Chain Company, Limited, 
L Niagara Falls, Ontario 
PAGE ECONOMY 
PAGE PERFECTION FABRIC 
FABRIC 
4 . Made in heights of 36, 42, 48, 60, 72 
we a in heights of 36, 42 and 48 an Ob inches. 
Page Economy Fabric, although moderately 
The universal demand for this design is posi- priced meets every requirement for utility and 
tive proof of its pularity. Note the small durability. Unless otherwise specified, fabric is 
space between hw at the bottom of the furnished in plain galvanized finish. When de- 
fabric—leaving no foothold for children to climb sired, the galvanized fabric can be furnished 
on and making it dog, cat and chicken proof. painted green. There is a slight extra charge 
r for painting. 
+t dl 
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The Nightingale 


(Continued from page 29) 


One American was in the Lafayette Escadrille. He 
had just returned from flying in Morocco. He ner- 
vously smoked endless numbers of cigarettes. His 
name was Bullen and he hailed from Miami, Fla.— 


small world! 
*% * - 


I read “WOMAN IN FRANCE” after going to bed. 
My door and window were thrown wide open. I had 
been dozing. Suddenly in the silence I heard a long- 
drawn, sustained musical note. It could be no other 
sound in the world. Jt was the nightingale. What a 
thrill! In the morning, just before dawn, again I 
heard the lovely call of this peerless star of the oper- 
atic forest. When the nightingale sings, all other 
birds hold their peace. He is supreme. 


* + 


Just across the street from Boffo’s Hotel, in its 
walled garden, protected by magnificent trees, was 
the old studio and home of the now famous painter, 
Millet. It was originally a cow barn. Here, for 
twenty-five years, from 1850 to 1875, Millet starved 
and painted. Here he raised his nine children. Life 
must have been the simplest. There were no conve- 
niences. Cooking was done in the open fireplace. Mil- 
let painted life as he knew, lived and saw it. His fel- 
low peasants were his models. He himself was a 
peasant. Here he painted those world-famous pic- 


tures, “THE ANGELUS,” “THE GLEANERS,” “THE 
MAN WITH THE HOE.” It is fifty years since he 
died, but the peasant types around Barbizon today 
are the same as when Millet lived, loved and painted 
in this humble dwelling. 

* * * 

Sunday morning I went to the Chateau of Fontaine- 
bleau and stood in the cobblestoned court where Na- 
poleon dramatically said farewell to the old guard 
after his abdication before he was exiled to Elba. In 
the Chateau I also saw his abdication, his signature 
and the table on which it was signed. 


# * * 


The Chateau of Fontainebleau is one of the most 
handsomely decorated and furnished in the world. 
Here lived a long line of French kings and here lived 
Napoleon at the height of his glory as Emperor of 


France. 
- -& od 


Sunday afternoon I motored over to Orleans and 
found the Cathedral crowded. It was the feast day of 
God. All the little villages were having their cele- 
brations. Sheets were hung on the outside walls of 
the houses along the street and on these sheets were 
pinned flowers! There were processions led by the 
good priests. Don’t believe it if you are told that the 
rural people of France are not religious and devout. 
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traditions of the metal itself. 


useful fixtures of beauty. 


Waterbury 


Boston——1!170 Summer St. 











No. 3630 


Bath Room Fixtures ° 


It is only natural that the metal selected for a foundation in. the con- 
struction of RINGCS Bathroom Fixtures would be that which has dem- 
onstrated its dependability through long years of service. 

The SOLID BRASS base used in their construction upholds the 
rincco Bathroom Fixtures will serve 
successive generations, not as an age-worn relic, but permanently 


Send for catalog of 300 attractive designs. 


AMERICAN RING COMPANY 


Branch Offices: 

New York—-2 Hudson St. 

San Francisco—!!6 New Montgomery St. 
Chicago—-29 E. Madison St. 


Connecticut 
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BETTER LOCKS 


and 


\, BIGGER PROFITS 





j wi th 


} INCREASED 
SALES 


can be easily 
obtained by 
handling the 





No. 2508 


Set No. 250B is a mortise set of sturdy structure and attractive 
lines. The Glass Knobs are beautifully designed, ground and 
polished, silver backed, giving high lustre. In short, a REAL 
“BUY” and easy to sell. We have many more attractions to 
offer among which is our patented Dead Bolt Night Latch. 


Send for our new catalog No. 7—our line will interest you. 
BRANCHES 
hbase sueee New York City 
..Philadelphia, Pa. 
....... Detroit, Mich 


23 Warren St. . anes 
17 WN. 5th St - oe 
213 State St., Reom 600 . 
183 W Lake St. ._.. ie 


124 2nd St. .. 
406 Wall St. .... 


(i) INDEPENDENT IOCKCO.@® 


Fitchburg, Mass., U. 8. A. 


REAL hE + Chicago, #11. 
San Francises, Calif. 
..... bes Angeles, Calif 








Manufacturera of Cylinder Locka, Padlocks, Inside Door Setse, Glass 
Knob Sets, Key Blanks, Auto Switch Keya and Hardware Speciaities 





















Blows Itself 


The Champion No. 30 
Automatic Blow Torch 


Built to last a lifetime. Will give a 
flame of 1700° for three hours on one 
filling. Equipped with a detachable 
shield for outdoor work. 


This handy torch sells. 


The Lenk Mfg. Co. 


36 Merrimac St. Boston, Mass. 
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Most convenient wrench made for general use. Com- 
bines Adjustable “S” Wrench with Nut Wrench in a 
practical way. 

Gets into and out of places where a Monkey Wrench 
cannot be used. Forged-steel jaw. Malleable handle. 
6 sizes: 4 to 14 in. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 
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Back to dinner at 8 o’clock. An Italian dinner this 
time—duck and spaghetti, with a good bottle of La- 
crima Christi (Tears of Christ), one of the best 
Italian wines. 

+ # % 

Then to bed, lulled by the song of the nightingale 
—and dreamless sleep. So this was my week-end. 
Monday morning Signor and Signora Boffo gave me 
a smiling farewell. I told them I would write about 
their charming inn and send many Americans to en- 
joy their hospitality. The rate for room and food 
was 80 francs per day, or $2.40, at 3 cents per franc. 
Wine, of course, was extra. With a sigh of regret I 
took my way back to Paris. In the busy days to come 
I shall often think of the kindly hospitality of Boffo, 
of the red roses nodding in the sunshine on the moss- 
covered wall at Barbizon. Yes, and of the goodnight 
song of the nightingale. 


As. I write these lines on deck in my steamer chair, 
I pause now and then to look out on the wind-swept 
Atlantic. Soon the bugle will blow and we will go 
to our cabins to put on our stiff dinner clothes. We 
will sit at the Commander’s table and “‘make conver- 
sation.” The women will outvie the Queen of Sheba 
in their jewels and new Paris gowns. The ship’s 
orchestra will play selections from the greatest com- 
posers. The quick-footed stewards will serve an end- 
less number of dishes, but I long for the simplicity 


of Barbizon. 





Gossip 


i fies most people when they hear the word, gossip, 
comes a mental picture of two women exchanging 
scandal over a back fence or an afternoon tea with a 
general tongue-wagging about someone’s character or 
behavior, but the women are not always the worst 
offenders in this respect. 

My experience has been that there is altogether 
too much gossiping in retail stores. A customer comes 
into a store, makes a purchase and immediately after 
her departure, the salespeople begin discussing her 
family history, her clothes, her husband, or something 
that need not and should not be talked about. Per- 
haps the evil would not do so much harm if the con- 
versation was always confined to the salespeople, but 
oftentimes it happens that another customer hears 
the gossip or enters the conversation too, and the cus- 
tomer usually realizes that he or she is just as likely 
to be talked about as any other customer. 

I believe that most of us have plenty to do if we 
tend to our own affairs, and if we do a good job at 
that we will not find time to bother with the other 
fellow’s. Gossiping in a retail store harms the store, 
the ones who gossip, and the persons who are talked 
about. So, it would seem that anything that can 
harm as many as that at one time is something that 
should not be done. I would suggest to salespeople 


who have this habit that they do something more 
profitable with their spare moments, and to employ- 
ers who have clerks who indulge in gossip, I would 
suggest that they break up such conversations and 
put their clerks to work. 
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How Many Stores Do We 
7 M A lls. 
SI aos 
i wf N 








Need? 


YHE multiplicity of stores, many of which are not 





needed and sooner or later join the ranks of the Double Acting Office Rail Gate 
business failures whose demise is marked by the “‘to let”’ Rleee Check No: 10 and 15 


ll 


sign, is one of the problems with which, according to 
the Civic Development Department of the Chamber of 
Commerce of the United States, many cities are now 
struggling. It arises as a phase of zoning. 

“In several cities,” says the chamber, “zoning authori- 
ties are studying this problem and coming to tentative 
conclusions as to how large a proportion of the street 
frontage in a given area should be allocated to business. 
The problem is the same as that of the retailers, whole- 
salers and manufacturers who are concerned over ig- 
norant competition and business failures. But the dif- 
ferent angle from which it is approached should provide 
a valuable means of checking results. 





; In one large city of the Northwest, for example, it This check was especially designed for Gates in 

is believed that sub-business centers, outside the down- Office Railings, Pantry Doors, etc.; it brings the 

town area, should have not more than 2 per cent of the Gates 7 a 4 center without any of that 
‘ ‘ p nerve wrecking “I lip-fiap. 

street frontage of a orem neg Studies made in the Can be furnished either with or without AUTO- 

Los Angeles metropolitan district indicate that retail MATIC DOOR HOLDER. When opened to 90 


degrees it automatically holds the door in that posi- 


business will occupy only about 5 per cent of an area | ! 
tion so that no extra holder is needed. 


though from 11 to 18 per cent has been allocated to it 
by the zoning regulations. 


Circular upon request. 


“The basic question is, of course, how many families THE OSCAR C. RIXSON CO. 
it takes to support a store. The answer, naturally, 4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 


varies with the kind of store.”—Today’s Business. 











, Osborne High Grade Punches 
To Fight Fire on the Farm 


ETHODS by which the annual fire toll of $150,- 
000,000 taken on American farms may be re- 





duced will be worked out by the Agricultural Commit- Belt Punches Arch Punches 

tee of the National Fire Waste Council, in collaboration Spring Punches Revolving Punches 

with the Insurance Department of the Chamber of Com- pte Sea ak Chee at Re 

merce of the United States, which will hold its initial i ilk cia a il al ae ale em 

meeting at Chicago on July 14. By aging bey bg years of successful manu- 
Insurance company officials, members of the staff of —————————e ee eee 

the National Chamber, agricultural publishers, farm oF ee pn here comune - 

bureau representatives, agricultural engineers, repre- Cc. 8. OSBORNE & CO. pieae N. J. 











sentatives of the Department of Agriculture and others 
constitute the committee. 

A study of the possible safeguards against fire on the 
tarms will first be made. It has been found, for ex- 
ample, that the maligned lightning rod, when properly 
installed, reduces the hazard from lightning to a mini- 
mum. One insurance company reports only a single 
loss in forty years under such conditions, although light- 
ning is the cause of many farm fires. 

Methods of stacking hay and grains to prevent spon- 
taneous combustion, construction of farm buildings and 
houses to retard fire, ways and means of fighting fires 
on the farm and similar subjects will be considered by 
the committee. Fire losses on farms, it is believed, 
can be greatly reduced if relatively simple precautions 
are taken.—Today’s Business. 
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Ane saw Test 
This test proves conclusively 
that the locking bolts cannot be 
rawed. Revolving 
hardened steel in- 
serts will turn any 
saw 
blade. 
Abso- 
lutely 
jimmy - 
Droof. 
























KEIL rico LOCK 


very sale of a KEIL Lock means 
the permanent good will gained 
of an additional customer, because 
KEIL built-in security is a vcon- 
stant reminder that your customer 
appreciates. 

Made in rim and mortise, front and 
store door patterns. IJnvestigate. 


Francis Keil & Son, Inc. 
401-425 East 163rd St., 
New York City 


1876-—1926 


fo KEN 
PISTON VALVE 
OILERS 


Only three 








Most successful oller made. 
working parts—-all metal. No cup 
leathers nor gaskets to wear out. Will 
handle any oi] and will pump trans- 
mission grease that cannot be poured 
out of can. Made in two grades-—3 
sizes in coppered tin, 3 sizes in pol- 
ished steel. Pump is same in all sizes 
and carries lifetime guarantee. 10,0006 
sold to one customer since Jan. Ist. 


SPECIAL TO DEALERS 
30% £Profit. Sample order, prepaid 
parce] post, C.0.D., 12 coppered tin 
ollers (capacity about 1 pint) $6.75, 
Zor 8 coppered tin, 9 polished steel 
(3 of each size) $12.00. Money back 
/f guarantee. Circulars and price list 


Send Sample Order today. Heavy 


free. 
Big Money for Sales- 


season now on. 

men. 

PISTON VALVE OILER CO. 
Cedar Falls, lowa 











MOULDING 
and 
LAMBRE. 
QUIN 
HOOKS 





Mfrs. of Bright 
Iron and _ Brass 
Wire Goods 


Also 
Special Wire Work 


M. S. BROOKS and SONS 








Chester, Conn. 
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‘On the Fence’’ 


iP proportion, as a mercantile establishment endeav- 
ors, by advertising and other means, to get into the 
limelight of public attention and to stay there, in pro- 
portion must the head or heads of that same establish- 
ment be likewise in the limelight and more or less pub- 
lic characters, liable to have their actions publicly scru- 
tinized and interpreted. 

That being the case, regardless of personal feelings, 
likes and dislikes, there are certain subjects which are 
universally acknowledged to be foreign to merchandis- 
ing which the heads of merchandising establishments 
would do well to officially side-step and shun. One of 
them certainly is religion. Another probably is politics. 


_A third may be sectional feelings of every sort. As re- 


gards these, such heads of mercantile establishments can 
do no better than to be strictly neutral or ‘‘on the fence.” 
To be known to strongly favor either side of such argu- 
ments or creed is to inevitably stand in good favor with 
one crowd but in correspondingly disfavor with the 


other following; and why run the risk of estranging 





| difficulties. 
-ample, one political or religious or other partisan ag- 





CI ect ttt 


| either, when it is easily possible (by standing in the mid- 


dle of the teeter) to please both? 

Even politicians themselves, who live as a sort of by- 
product of contending factions, know the great wisdom 
of being neutral upon occasion, of not showing their 
hand when the disadvantages in so doing equal the ad- 
vantages. A little ingenuity can easily keep you out of 
Even if, in an unguarded moment, for ex- 


gregation does induce you to put an advertisement in its 
program, do not forget to emphasize your neutrality by 
advertising in the rival program when it comes along, 
too; and then indulge your desire to pull out of the pic- 
ture another year, only after you have “played the 
game” from both angles with strict neutrality. 





Straightening the Sales Curve 
With Radio 
(Continued from page 34) 


PrvTitity tity 





The Hightstown Hardware Co. has a very fine con- 


tract for the handling of partial payment sales on radio 





equipment. It provides absolute protection to the seller, 
in that the radio equipment is only rented to the cus- 
tomer until full payments are made, then the purchaser 
may buy up the title for one cent. This form is re- 
produced with this story. 

In the period Sept. 1 to the end of the year 150 sets 
were sold by this firm. Only a small percentage were 
on the installment basis. Six per cent interest is 
charged on all time payments and three days before a 
payment is due, notice is sent to the customer. 

For example should a man wish to buy an outfit at 
$100. He would be charged six per cent interest on the 
total making the price $106. He would pay down 1/3 
which would be about $36. He is permitted five equal 
monthly payments. This plan is simple, fair and effi- 
cient and eliminates the troubles often found with in- 


stallment sales. 
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Sympathy 


S children we used to go to our parents for sym- 


To Hardware Clerks 


pathy when we had any troubles and we never The fact that a prospective 
grow up in that respect. To most people it is a re- customer asks to see a cheap 
lief to be able to tell someone of their troubles and, eevews weeidln: tilt eteleaies 

just as a child, they like to have someone sympathize ; 
evidence that he intends to 


with them and “pat them on the head.” 

To my mind there is plenty of room in business 
for sympathy. The salesman is rare who at some 
time has not been told some sad tale by a customer, 


buy one. 


The successful hardware sales- 
man usually lays down two 


and I believe that it pays, in fact, I believe that it screw wrenches—a cheap one 
is salesmanship to listen to the customer in trouble and a COES, says nothing and 
and to sympathize with him. By that I do not mean lets the prospect decide which 
that it is necessary to spend an hour or so talking tool will prove an expenditure 
about some trouble that the customer may have had, and which one an investment 
but a salesman should appear interested in the cus- in “Steel Preferred”-—-COES 


tomer’s business and ask a question or two. To spend ot concen! 
a great deal of unnecessary time in this way would 


be harmful as it might cause other customers to wait. Your Jobber will supply you. 


but it doesn’t take long to show our interest in an- 
other’s troubles. Coes Wrench Co. | 
I was in a hardware store a few days ago and heard “In business since 1841” | 


a customer telling the clerk about his hard luck. It 
seemed that the customer was a farmer and had lost 





all of his garden crop by an unseasonable frost. It W orcester Mass. 

truly was a case where sympathy, although it would 

not have brought back the frozen vegetables, would Selling Agents 

have made the customer have a friendly feeling to- ea ne power Street, New York 
ward this store. But the only answer he received to FENWICK FRERFS...........8 Rue de Roerey, yay 


his sad story was “You ain’t the only one.” I do not 
know what the farmer’s thoughts may have been, but 
he said no more, but walked away. His was a sad : : 
predicament and he certainly deserved sympathy and Signs That Turn Lookers into Buyers | 
I believe that the salesman passed up a mighty good 
chance for creating a friendly feeling and good will. 
My advice to all salesmen is to appear interested 
in a customer’s affairs whether you are or not, sym- 
pathize with him in his troubles, laugh at his jokes, 
in fact, treat him just as you would like to be treated 
when you have some trouble that you feel must have 
a hearing.—W. D. M. 











“Seeing is buying” 
when you have the 

right goods, price | 
them right, and get ]f 
quick attention to | 
them with attractive 
signs of all kinds. 
The best outfit for 
lettering such signs 
is a National Show ff 
mm Card Writer. 


Any clerk can use 
it. It costs little, 
does good work 
and soon pays for | 
itself. 

Send for Folder. 


W. T. McFie Supply Co., Los Angeles, Cal., recently National Sign Stencil Co, 590% University Ave. | 


t 
issued a new catalog filled with all kinds of informa- Pacific Coast Office—206 Chotiner Bldg., Los Angeles, Cal. 
tion. Here’s a little piece of information for em- 






























ployers. “The next time you are asked for a recom- <“§ 4 VOR bg HITCHEN 

; Pp 
mendation by someone not deserving, but whose feel- Nestensiiy Advesttend = - “eam 
ings you do not wish to hurt,” says the McFie catalog, Also a Wide Line of Staples as Listed Below 


“Read how Lincoln handled the situation.” 
Washington, D. C. 
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1 rhe REPUBLIO META Buffalo, N- Y. 









July 7, 1861. alabama St-, 
pept. AF, 9 pout : 
nals ~ —_o—ms Gentlemen : Send us information . 
Springfield, Ill. by Tiaware | 


Ware 
Ja nned ” 
1 * neers Enameled wa 
; 0) Galvanized Ware 
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My dear Sir: 

This will introduce to you the bearer, Mr. R. N. 
Fellows, whom I have known personally. If he is 
the kind of a man you want, I know of none better. 

Yours truly, 
A. Lincoln. 
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66 HERE’S one of my best selling lines,” 
hardware merchant as he indicated to me a 
generous display of door hardware in and on top 

of one of his showcases. 

“IT don’t think most dealers find it so,” I replied. “I 
don’t believe they have any great sale among people who 
are not building.”’ 

“That’s probably true,” he continued, “but I’ve got 
a salesman who just cuts loose on that stuff. Anybody 
who comes in here and makes any purchase that gives 
him a chance to suggest that maybe they could brighten 
up their homes with new door hardware gets a demon- 
stration of the line, and you know as well as I do that 
most people don’t give any thought to it. They accept 
the hardware that is on the doors of the house when 
they buy it. Or they let their builder wish anything 
on them he says is all right. This young man of mine 
gets it into their heads that door hardware has an 
awful lot to do with the attractiveness of a home, and he 
shows them that you don’t have to get along with a 
style you don’t like, that you can change the whole 
outfit, or you can change a room at a time. He’s made 
a sort of fad of the thing himself and studies it in the 
home magazines and books on architecture. He can tell 
you, after seeing your house, just what sort of door 
hardware belongs in it.” 

There’s something in that, as the boarder said when 
he tasted the hash. 


% * % 


“Which of those colors will be the best one for my 
porch floor?” the customer asks, as she looks at the 
sample card of paints. 

The salesman who knows paint only in cans and 
porches only as places for summer evening petting 





J . Se he -" — ~ “ ia 
- OE 9 eae “i 7 ; “ d : . 
| i Py lt ie as | ee iy 3 ; . 
a ’ 4 5 : " omy ~ ~ 
; ; 3 





AGE July 15, 1926 


"OUNTER 


Pare eg SF eS ge ee 
woe - . . ste : «FRE On a 


a> pou ie D 7 vn - 
RE BF oe ar... mm re. * ec —" “a 
» _ »y y ’ : 
ras ois Or ee ey e pxe —— } 
BSc Sheets s oper doar ua Mia tekeo Be 
OT eet I CR Li As are ainda, ad 5 
» ae J 


“ : S. : 
: eves ye TS eugp%. jf : meshes : 
: ® 7 ft —~ t at ah ' 
a ‘ ; 
eee 


etc 


wm 







z aa . ms 
: 5 a p* e P ae ‘< . n° <a , e 
? che : » a~-* : Bem 
Pegs Sis ay 4 + al 
¢ _ “ - . “ + Pao a, 

- . ~~ J —— at » . 2 
¢ P 7 = * an ie 
¥ ; é 4 aa A : ~ : 
. , - ~€ j 





Ek po : a faptitas 














mn eel 
a 






parties, can’t tell that customer anything about which 
color she ought to buy. He doesn’t have in his mind 
any picture of a porch floor with the paint on it. 

I believe the hardware merchant will do well to give 
over the paint selling to that young man who knows 
how to swing a paint brush and has done some home 
painting, if no more than that. And if there is no such 
voung man on the force, why not give an ambitious 
salesman a chance to learn about paints and painting, 
about color choice and use from a painter, even by actual 
work for a few days, if necessary? Any retail hard- 
ware salesman who is anxious to succeed in that busi- 
ness ought to get practical information about as many 
of its lines as possible. 

* * 
Hickety, pickety, my cheap clerk, 
Smokes cigarettes and hates to work. 
Customers come every day 
And look around and go away. 
—Hardware Mother Goose. 

Connie Mack led a ball team that was for five years 
in the cellar of the American League, and that after 
having enjoyed the prestige that goes with being a 
pennant winner. This season Connie Mack and his team 
have emerged from the cellar and become leading con- 
tenders for first place. 

There ought to be some inspiration in that for the 
hardware salesman who seems to have fallen upon hard 
days. It takes nerve to keep climbing toward the top 
when the advancement is slow, but it takes more nerve 
to start climbing back and to stick to it then, after 
having been bumped off from the top round by the hand 
of fate. 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Manufacturers of the finest line of Garage Door Hardware. Matted Top Rib Single Barrel Shot Guns 
Recommend Allith products for satisfaction. Let us send [ii Ventilated Rib Single Barrel Trap Guns 
you — ae Sa 1 oo eee — most complete if Double Barrel Hammerless Shot Guns 
ee ee eee ; Hi “Hammer the Hammer” Revolvers 


Representative jobbers distribute A-P i 
products throughout the United States. | Senik ten. ene Weeeediiten 


Door Hangers Fire Door Hardware 


i 6 so inte ee il IVER Cree CYCLE WORKS 
Hill ver es e urg, ass. 
ALLITH-PROUTY CO., sane iil. } New York, 151 Chambers St.; Chicago, 108 W. Lake St.; 
— eS a a /} San Francisco, 717 Market St. ; Ne w Orleans, La., 625 Pine St.; 


Ogden, Utah, '2327 Grant Ave. 


BMLOW TRE 


TRADE- MARK “Buffalo” standard hardware 


SAMSON CORDAGE WORKS grade wire cloth is quick sell- 


NY) ing because it is superior 
BOSTON, MASS. value—accurate mesh, uni- 


form selvedge, thoroughly 


SASH CORD galvanized, moisture does not 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS harm it. We can also supply 
Clothes Lines, Masons’ Lines, Shade Cord window screen wire cloth in 


Awning Line, Dumb Waiter Rope, etc. black, galvanized or bronze 





of QUALITY 

















Send for catalog and samples wire. 
BRAIDED CORDS COTTON TWINES Write today for catalogue No. 8-A.B. 
ee | BUFFALO WIRE WORKS CO., INC. 
| 518 Terrace ‘Formerly Seheelor's Sons) Buffalo, N. Y. 















en 
& Reichard Magic Weeders 
with the combination Spring-Tooth are a 
stron ng, wel! cons tructed, light weight 
‘double-purpose’’ tool 
Women who love to dig and weed around 






Retails 
F. H. REICHARD MFG. CO. at $1.10 


Bangor, Penna. 


flower beds  particulariy appreciate ‘*a 
F eal — Reichard.”’ 
ou i Write for more data. 
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The Samuel Winslow Skate Mfg. Company 
orcester, Mass. 


Waste — Mops — Wicking STRATTO Pisin cr -eosmsied ia 
Cleaning Cloths 
Caulking | Cotton—Chemical Cotton H A N D | K S 


tton Clotheslines 











Send for samples and prices ; . 
MASSASOIT MANUFACTURING CO. For Small Tools, Utensils, Electrical Goods, Etc. 
Fall River, Mass. U. S. A. Enameling, both baked and ay dried. 
ik Offlee - - +--+ +7728 3250 Broadway 4 
New York of ---*+-+e--. 189 West Madixon St. STRATTON MFG. CO. Stratton, Maine 








DROP FORGED BARROWS 


WRENCHES 





ins 










~ Designed and proportioned to give stiff oo 
ness and tensile strength. Made accurately 
Pe and uniform in machining and finish. Send for C Catalog 
log 
ARMSTRONG BROS. TOOL CO. STERLING MILWAUKEE 
$14 N. Francisco Ave., Chicago, Til... U. S.A WHEELBARROW Co. WISCONSIN 




















Wright’s Jennings é6 
High G wy Robertson “Horse Shoe’ Magnet Hammers 


Permanent magnet which holds 





i = e tack in position for driv- 
Auger Bits ing. Awarded the Silver Medal 
The Conn Valley e {the highest offered) at the Panama-Pacitic Exposition. 
ro 
Mfg. Co. i and design trade marks registered U. &. Pat. Off. 


g 
a ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
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New Pike Safety Fender 
Lite 


The Pike Laboratories, 
turer of tool dies, etc., Newaygo, Mich., 
has recently placed on the market the 
Pike Safety Lite, an especially con- 
structed fender spotlight for use on 
automobiles, as illustrated herewith. 

This light has been scientifically de- 
signed to attach to the left fender of 





an automobile and will show clearly 
the road and ditch for a distance of 
150 feet. 

It is die cast of aluminum and Duco 
finished, making it a distinctive orna- 
ment to. the finest car. Mounted in a 
fixed position, all reaching and adjust- 
ing are eliminated, for it is always 
properly set. 

A new type of lighting switch for 
instrument board installation and high- 
grade armored cable are packed with 
all Pike Safety Lites. 
with a new type of reflector, which has 
been designed to double the ordinary 
amount of light. 


New Milburn Paint 
Spray Outfit 


The Alexander Milburn Co., 1416- 
1428 West Baltimore Street, Baltimore, 
Md., is now marketing the Milburn 
paint spray, special features of which 
are its ease of operation and simplicity. 

The paint enters a large annular 
chamber surrounding the air nozzle, 








from which it is atomized and expanded 
in a venturi-shape. The atomization, 
which is complete, is regulated by a 
mere turn of the nozzle, from a small 
to a large spray, or it is entirely shut 


off, bringing into play a stream of air | 


tures 


HARDWARE AGE 


for dusting purposes, 


| speed of the work. 


manufac- | 








It is equipped | 


The thorough, minute atomization of 
paint results in a complete even cover- 
age of a greater surface with minimum 
paint consumption. One coat is ade- 
quate with the Milburn atomization 
principle, where two coats are usually 
required by hair brushing. Air pockets 
and daubing are eliminated; places im- 
possible to reach by brush can be 
painted with the Milburn spray. 


increasing the | 





The Milburn paint spray is light in | 
weight, compact and extremely efficient, | 
employing a new and greatly simplified | 


principle of construction, 
counts for its absence of moving parts 
and passages likely to clog. 


of rugged cover, body, atomizer and | 


convenient handle. No small parts to 
get out of order or adjust. 


New Bako Underground 
Garbage Receptacle 


Among the products being marketed 
by the Baker Mfg. Co., 105-107 Com- 
mercial Street, Lynn, Mass., is the 
Bako No. 3 underground garbage re- 
ceptacle, illustrated herewith. 

The inside bucket dimensions of this 
new receptacle are 14 inches in diam- 
eter and 23 inches in depth. It is suit- 
able for a two-tenement house and em- 








bodies all of the exclusive Baker fea- 
of being ratproof, flyproof, 
sanitary and _ odorless. The inside 
buckets are made of heavy galvanized 
steel. By a special process, a steel 


_wire is rolled top and bottom of the 


_ bucket. 


reinforced at all striking points. 


All seams are soldered. 

The receptacle cover is of cast iron, 
The 
receiving cover has a chute projecting 
into the bucket, preventing carelessly 


thrown garbage from falling out of the 


| container. 


A centralizing device keeps the con- 


_tainer always in position, while a four- 
_ point suspension feature keeps the in- 


side bucket several 
ground, eliminating 





inches from the 
constant contact 
with moisture, ruinous to the life of 
the bucket. 


Drive Right In! 


In Chicago, it is reported, there is to 
be erected a big office building with 
_parking space for automobiles on most 
of the upper floors. The tenant of an 
office, say, on the fifteenth floor, prob- 
ably will drive on a big elevator, be 
lifted fifteen floors, drive off, park his 
ear, and step into his office —Business. 





which ac- | 


It consists | 


| 


| 
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Union Broom Display Rack 


The Union Steel Products Co., Albion, 
Mich., is now marketing the Union dis- 
play ‘rack as an aid to the sale of 
brooms. This collapsible rack is made 
of electrically welded steel wire and is 
very rigid and durable. 

It is folded up and shipped in indi- 
vidual cartons, facilitating handling 


| 


\ 








and storage. The racks have a green 
enamel finish and display a dozen 
brooms. 

The size of the rack is 30 by 30 by 5 
inches and its shipping weight is 17 
pounds. 


U-Put-On Weather Strip 
for Doors and Windows 


The Diamond Metal Weather Strip 
Co., Columbus, Ohio, has_ recently 
placed on the market the U-Put-On 
weather strip, especially designed to 
meet the demand for a simple weather 
strip of such form that one type would 








meet all requirements for doors and 
windows. 

It is a spring bronze strip 9 points 
hard and % of an inch wide; it is 
put up with the necessary nails in 
packages of 20 lineal feet each. This 
amnenie of material is sufficient to strip 
an ordinary size door or window; the 
only tools needed for its application 
are a hammer, ice pick and a pair of 
shears usually found in any household, 
and full instructions are placed in 
every package, making the application 
very easy. 
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S originators of the Tubular 
and Clinch rivets and with a 
record of more than fifty years of 
successful accomplishment _ be- 
hind us, we know that this product 
cannot be made better or priced 
fairer than we make them and 


price them. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 








TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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Next to the Dealership for 
Allen screws, your best asset 
in the Hollow Screw line is 
a complete line. 


Orders gravitate to the house 
with a well-balanced stock. 
Orders are lost when buyers 
must wait for some sizes. 


Rather than telling the cus- 
tomer you ll “send for’ his 
ALLENS, send to us for a well- 
rounded assortment—and be 
ready. 


Well advise you from our 
Dealers’ experience what will 
make up a balanced stock, 
with the best provision for 
rapid turnover and steadier 
profits. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 
Branch Offices: 


W. C. Stauble R. E. Gregory 
2704 Rochester Ave. 1029 Wesley Ace. 

Detroit, Mich. Evanston, Il. 

E. P. Crawford W. J. McRae 
3348 No. Park Ave. 320 Market Street 


San Francisco, Cal, 


Philadelphia, Pa. 
Write for Catalogue 










































































~ Manufacturing Co 


HARDWARE 





Onl skilled craltsman- 
shipand a high 
uality makes possible 
the precise uniormity 
and superior finish 


GRIFFIN Hinges se 


ideal of 


RIFFIN 


ERIE. PENNSYLVANIA 


“ Branch Offices__ 


45 WARREN ST. NEW YORK 
74 W. LAKE ST. | =CHICAGO 
28 BINFORO ST. BOSTON 
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Pay? 


[Do you use your windows 
merely to let the passerby 
know you sell hardware, 
or do you put them to 
work as “Silent Sales- 
menr” You know a real 
salesman is much more 
valuable than a_ mere 
“Order Taker!” Why 
not put your window dis- 
plays in the selling class? 


Your files of Hardware 
Age describe and picture 
many window displays 
that have made money— 
displays that “Pay the 
Rent” and bring about 
the much sought Rapid 
Turnover. 


Put these ideas to work! 
HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 





How much of the rent 


Do Your 
Window Displays 
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No. 04811 — (Illustrated) 
CASE, 1% in. high, 1% in. 
diameter. 

No. 04810-——CASE, 1% in. 


high, 1% in. diameter. 


Service for.a Life Time 
Pin Tumbler Padlocks Nos. 04810 and 04811 
Sell Lock Satisfaction for You 


When your customer asks for security and durability in 
a padlock you can be sure he'll be more than satisfied 
with the protection and service these padlocks give him. 


The mechanism of the lock is contained in a solid brass 
block over which is drawn a heavy brass jacket. This 
forms a solid case which cannot be wedged apart or 
crushed. Outside case is highly polished and most at- 
tractive. 

The shackle is of steel, nickel plated, and is case hardened 
to resist attack by any instrument. The shackle is 
locked in the case by a double rotating bolt which en- 
vages in two notches at both ends of the shackle. This 
practically insures against the successful use of force. 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 

Wood Screws 


Eagle Lock Co. 


General Sales Office 
, 26 Warren St ., New York 
MiG eyes Gar oF ACS mye Oar Orn 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, III. 
114 Bedford Street, Boston, Mass. 


Works at Terryville, Connecticut 
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Your Boy—Will He 
Succeed You? 


Is there anything about your store that makes 
vour boy look forward to being “the boss”? Are 
vou going to be able to hold him? Does your 
store mean to him an opportunity to get some- 


where in life—or simply “keeping store’? 


That this is a real problem was emphasized by a 
dealer recently, who said: “I have three sons 
and each has had a good education. One has al- 
ready gone to another city, another went into a 
different line of work attracted by visions of big- 
ver opportunities. Yet, what bigger opportunities 
could be found than right in my store? It’s simply 
up to me to make my store attractive enough to 
appeal to these sons as a real business future. 


‘That's why | am buying Warren Fixtures.” 


WARREN HARDWARE 
FIXTURES 


This 1s a side light we have never fhentioned as a desir- 
Yet they do lift 
a business out of chaos, reflect modern business methods. 
attract trade that results in growth, and encourage the 
hoys to stay at home and grow with the business. 


en 


able advantage in Warren Fixtures. 


Perhaps you would like to have 
suggestions that would bring about 
a more modern, departmentized 
store. Write us. Catalog upon 
request, 


J. D. Warren Mfg. Company 
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PAINTERS 
DEC2ERATERS FARMERS 
MACHINISTS WINDew- 
MILLWRIGHTS CLEANERS 
STEAM CARPENTERS 
REOFERS 


FITTERS 
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FOR CATALOG WE PAY THE 
AND LATEST PRICE LISTS FREIGHT 


W. W. Babcock Co., 













Bath, N. Y. 
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and let the power of suggestion get to work selling 
paint. 

Suggestion can be used in many ways. Good dis- 
plays suggest the need of new paint. 

Your Chamber of Commerce should be glad to push 
a “Clean Up and Paint Up” Week, which will sug- 
gest the need of painting to every person in your 
town. 

The fourth issue every month of Hardware Age 
brings you facts and ideas about paint merchan- 
dising. 

A special section in this issue carries the advertis- 
ing messages of the foremost paint manufacturers. 
Read what other successful hardware dealers are 
doing to push paint sales. Learn how the paint 
manufacturers are willing to help you. 

Clean up and paint up your own store, put in some 
good selling displays, and let the power of sugges- 
tion roll up paint sales and paint profits. 


b+ A __ = 
pAAhAannnowseeerrrrewrwVvrvVevvrve=<«T:TTaae 
a a Mn Ae 


i 2 Li be bh i i i i i i i i i i i i —_ = -_ i A Me ae 
rn a a i i i i, A te te 
i a i a hi he i i he be, 

i 
ee awwwwewwewewewee eee Se ee Se wwe lew we we eS wwe a] SS 
~~ © 

ww wwe ee eS 


= 








_~_Trrrrrrrrn  .'jsgr1"7"7 "8 wv TY TT 77" 
ll le he he kk 


a Ae te te te te te i i i i te te te i te tp te > tp tL te tt Lt te tt tt LD Lp tp 
“ea eaecrrerwwrwrwreeereeeeeeeerereeeeremlTTwrmULCrmUrmhUCU ml rwrmlU ml wrwvrmhUPmChU Pr vrY”"”,"”"-”"-”-”- ~~ 





i ererrrrr,r,jTfrnTnyv7 TT 7 77 7" 
orvrvrwweweweweeeweeeeeCeCe SS 





- 4 
i i hh i i i i i i ee ee ee te te te 
—-v-vwvwwwwweweweweeweweeesweeweweeeweeeeeeee--wwewvwwvwwvYvvw””””””, 





























July 15, 1926 HARDWARE AGE 89 


TSVSVSSPPVSSSPSSPSVBWSBSSSSVBSBWPSBSsBBSSPSBsSBSsSBSBSPBPPSBBBSBBVBVaPVaABAaRaaenr SS SSS SS SSNNNNNNNNNNNRNRRNNRRRAR 











Rivets, Roofing Nails, 
Scratch Brush Wire, 
and Pipe Couplings. 


THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 





RY 
BRIDGEPORT, CONN. 
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The Stick to “One Brand” 
Customer 

You’ve met his kind. He won't buy anything | rT 

unless it has been tried and proved worthy. (UDLOWSAYLOR 

The watch he carries, the car he drives, the radio | WIRE CO. 


he owns, the saw he uses—all are made by com- |NtKOLITE 
panies who assume full responsibility for depend- gy DULL FINISH 
able service. aay ni 






PU ' HOAUAUTET 10 


Naturally he says: “‘Perfect Brand” when he wants 
Screen Wire Cloth with a known reputation. 
Keep stocked on the standard sizes. 


Your Jobber does—he Rnow's. 


WLUUUULRUHNUUA AADC UDLOLAUUCIULL ONL 


Ludlow-Saylor Wire Co. 


St. Louis Missouri Galvanized 





Painted 
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Milk Cans That Survive Severe Motor Trucking 


Watch milk cans being loaded on truck or interurban—slam—bang. 






No wonder it takes brute strength. But the Buhl electrically welded 
joint construction of the new ‘“Semi-Solderless” cannot break or come 
apart. No open crevices to collect dirt—one piece seamless neck—one 


piece seamless cover. 


send for circular and prices. We also manufacture “Handy” milking 


stools and seamless strainers. 


One-piece seamless cover protected by heavy 
curled rim. 


Buhl Stamping Company, Detroit, Mich.; Walkerville, Ont. 























A Good Way to Sell | ad VA, 
KITCHEN KNIVES | | on 


Many dealers are building permanent 
trade with “Anchor” Brand Cutlery, be- 
cause they are merchandising it right. 


They are getting customers to try it. 9 | 
They start with a Kitchen Knife which | 
doesn’t cost much. They ask the house- 

wife to: “Give it a fair trial.” 


The housewife does so—she finds it 
thoroughly satisfactory and recommends | 
it to others. The demand grows. Women 
reason that: 


“When a manufacturer takes such pains 
to make a little Kitchen Knife so ever- 
lastingly good the rest of the line must 
be equally satisfactory.” 











Better 
Machine Screws 


Please order from your Jobber. 


for the 
Hardware Trade 





LAMSON & 
GOODNOW MFG. CO. 


Seles Walla, Mess. U. S. A. HARVEY HUBBELL | 


MACHING SCREWS 
CONN. U.S.A. 


New York Office—36 Warren St. mew YORK. ¥.¥ 


Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bidg. San Francisco. Wells Fargo Bldg. 





























Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., °""72. 7" 


Selling Agents 


Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 
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Sell the Best 
HARDWARE 
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4 For Hard-wear 
For more than 48 years 
Ke] fase Bommer Spring Hinges have 
maintained their leadership and 
Ko) proven their superiority over all 
others. 
y= They have kept pace with the 


times, because they have been 
kept up with the times whenever 
improvement was possible. 


BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish your stock with Bommer. 











They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 
made. 

Your Jobber handles them. 


Send for New Catalog 47. It is a 
big help in ordering. 











Bommer Spring Hinge Company 


Manufacturers BROOKLYN, N. \. 




















Z WRENCHES 
for FORD CARS 


Careful study has been made of the wrenches 
recommended for servicing Ford Cars, thus 
insuring wrenches that will fit the nuts and the 
space in which they are to be used. 

Sell “Definite Purpose” Socket Wrenches 


that fit the Job. 


Among the new 
wrenches, there is one 
complete wrench for 
Ford Main Bearings— 
also special wrenches 
for 1926 Models. 


ALDEN~ WORCESTER 
of Al Steel, Socket Wrenches, ~ in the 


ub : Pape 
473 Renualioven ST.. WORCESTER. MASS... U. B.A. 






Ask your Jobber’s 
salesman for informa- 


(Vaya. tion about wrenches 
Warren designed especially for 
Ford Cars or write us 
for Catalog No. 500. 
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(Reg. U. S. Patent Office) 


WOOD SCREWS 


MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 


Quality 
Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 
New Bedford, Massachusetts, U. S. A. 

















View of the spacious salesroom of Chas. W. Walmer 
Hardware Co., Wilkinsburg, Pa., which has increased 
sales better than 300% on many lines within a period of 
less than six months. Refer to May 20th and June 3rd 
issues of Electrical Goods for complete story. Heller 


Equipment played an important part. If you are seri- 
ously interested in increasing your sales MAIL COU- 
PON TODAY. Study the Heller plan, then let your 
own judgment tell you what to do. 


W.C. Heller & Co. 20 vey"St. New York city 


Please tell us how Chas. W. Walmer Hardware Co. increased 
sales 300 per cent. Send interesting literature on your service. 


ce 
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Copper and Bronze 


FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO WIRE CoO. 


ROME N. Y. 














DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 





VY” Diam. with Eye Ye"” Inside 
Ya" 4 an 
4" ee se #6 | 3" se 


Wy" ”* 
Quick Shipment 


1” se se se 


Oliver Iron and Steel Corp. 


1001 Muriel St. 
PITTSBURGH, PA. 


ESTABLISHED 1863 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS OF THE SEVENTH EDITION 


Foreign Countries. 

Retail Hardware Stores in United States, 
Foreign Countries; 
handling hardware. 

Chain Hardware Stores in United States and Canada. 


and Canada. 


ings in the United States. 
Manufacturers’ Agents in United States, 
Foreign Countries. 
Automobile Accessories Jobbers. 
Dealers in Mill, Steam, Mine and Machinery Supplies. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers and Retailers. 


ings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every sales 
nianager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there have been more than 10,000 
additions and corrections, and these all appear in the 
Seventh Edition. 

Hardware Wholesalers find Verified List of great value in 

‘‘checking’’ their retail prospect records, 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. 

















American Steel & Wire 


WIRE === 


Chicage, New York, Bestes 
BARBED: gg te be a al 





Deaver, Birmingham, Dalles 


om, fm Sout, 


Waukegan, Baker Perfect, Ellwoo 

NAILS, SP STAP TACKS, Hot t Gav d Nails. 

ZINC IN ras 7c Anthoay, 
National, U. S., Bamner. Steel — 

BANNER (former! Arrow) STEEL POSTS. 

CONCRETE . 

BALE TIES: Old reliable brands. 

TELEPHONE WIRE. 


WIRE for every purpose. 
Quick Delivery. Write us for selling plans. 


J. L. THOMPSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 











SCYTHES and AXES 


Scythes since 1912. Axes since 1880. 


RIXFORD MFG. CO. 
East Highgate, Vt. 
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Wholesale Hardware Houses in United States, Canada and 


Canada and 


also General Stores, Lumber Yards, etc., 


5c, 10c and 25c Stores carrying hardware in United States 


Department Stores carrying hardware and housefurnish- 


Canada and 


Mail Order Houses handling hardware and housefurnish- 


New York, N. Y. 
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4) os re: | 


THE ELASTIC TIP COMPANY 
RUBBER GOODS AND SPECIALTIES | ™# 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
BOSTON, MASS. 


370 ATLANTIC AVE., 


Bu-ve-co- TRIMMING HARDWARE 




































































New 





re , Stainless 
He r e , (hey a Utility 
The Trimming Specialties \ Carver 
















That Make More Money for You \ \ 
\ No. 45 
\ 


814” — full- X * \ 
\ 
tang blade, \ \ 


high polish; X a \ Ground Sharp! 


handsome _ co- ee 

\ Stays Sharp! 

cobolo handle. \ \ y Pp 
\ ae 





\— 
| 





** Auvecolite”’ 
| Running Board 
| Moulding 


Can't snarl! or 
‘‘run away’’ because 
the 12 six-ft. 
lengths are packed 
in a heavy card- 
board tube with 
metal ends. 






No. 10¢ 


NAIL Individual boxes 


in half-dozen car- 















“Hit °em” 
Nails | | ton. 
— No. 150 
onion I for Sains RIVET 
upholstery. 5 , 
a box for ten | .. del testis aie ied (Order from Wholesaler.) 
cents retail. "boards. — _— 
> No. 150 Rivets for metal run- 
Your Jobber has “Au-Ve-Co.” ning boards, : 
Call Him Up Right Now. P 
Geneva Cutlery Corporation 


VWeluale Retis Co, Geneva, N. Y. 


1027 Saratoga St. 
NEWPORT, KY. 






















With a few of 
each on hand you 
gt can swing this trade 
“ your way. 


Here are a few 

of the many 
“YANKEE” Drills 
carpenters 
are buying 


eer ees, 








Do not pass it up to your 
competitor. 


BETTER STOCK ’EM 


nb Your Jobber has them. 


‘NORTH BROS. MEG. CO., Phila., Pa. 
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FORSTNER BITS 


The Forstner Labor-Saving Auger Bit, unlike other bits, 


arc of a circle and can be guided in any direction regardiess of grain or knots, leaving a true polished surface. 

expeditious than chisel, gouge, scroll-saw, or lathe = com 
boxes, fine and delicate patterns, veneers, screen 
scroll twist columns, newels, ribbon saiéien and | moving. etc. 





THE PROGRESSIVE MFG. CO. -- 


is guided by its Circular Rim instead of its center, consequently it will bore any 


One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 
referable and more 


for core 
g, fancy 


It is 





- TORRINGTON, CONN., U.S.A. 


— 











WANTED REPRESENTATIVES 
TO 























THE STEWART IRON WORKS CO. 


CINCINNATI. “OHIO 





225 Stewart BLOcK 








NONE BETTER 


SOCKET WRENCH SETS 
NINE DIFFERENT SETS 


qd Connecticut 


New Britain 





BAND “J ES NOX” saws 


SERVICE 


QUALITY 
OISTINCTION 


UNIFORMITY 





“The Soots un Lhe Paid Boar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 








DOMES of SILENCE 


The perfect Furniture Footwear! Every 
home needs several dollars worth-- Display 
our Cabinet! Write for particulars. 


Domes of Silence Division, 
HENRY W. PEABODY & CO. 














17 State Street New York City 











A Full and Oomplete 
Line of Pruning Shears 
and Tree Pruners. 


SEYMOUR SMI TH PRUNING SHEARS 





Vineyard Pattern [lestreted 


Manufactured by 
SEYMOUR SMITH & SON, 2 ‘Onkville. Conn. 
Sales Representatives: John H. Graham & Co., 1183 Chambers St... New York 


Tungsten Lamps is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 


Consehentes Rvsctete 


mp 
DanVers, Mass. 


“Licensed under the General Electric 
Company's Ineandescent Lamp Patents ° 





















Get an “‘Edge’’ on Sales! 


Dealers are deing it with the Dasey 
“Sharpit.”” It puts a keen edge on any- 
thing-—knives, scissors, sickles, tools. A 
quick and ready seller—and « profit 


producer. 
DAZEY CHURN @ 
MFG. CO. 
4301 Warne Ave. 
St. Louls, Mo. 

















THE GENUINE 


HUNTERS SIFTER 


7 he Standard of the World 
Since 1880 





Imitated But 


Never Equalled Hamilton, Ohio 


The Fred J. Meyers Mfg. Co. 

















If it’s the best tool you can sell 


For Working Stone 


it’s ours 


TROW & HOLDEN CO., Barre, Vt. 


Send for catalogue 
















Steel 
Construction 
Sets Manufactured by 


The Hart & Cooley Co., New Britain, Conn. 








STANDARD SINCE 1865 


For $8 years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemen. We 
make both kinds. 


American Shearer Mfg.Company 
Nashua, N. H. 











ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 


ENERGY ELEVATOR CO. 
211 New Street, Philadelphia 


BROWN @, SHARPE 
_—” = 


TRADE MARK 
BROWN & SHARPE MEG. « 





Oe te \ 
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YER TIRE | Where 


TIRE 
SRE LADC Quiet is Essential 

















+ 
nsure perfect shelf service for any line of merchandise. 


ghee ae eee, of Fe alice ian In Hospitals, Churches, Schools and 
ing with ease. Both hands free to remove or Homes noisy hinges and balky doors are 
Cushioned Tired 


ithout d f falli 
P “ yon ome Whack elim; gl enon always a detriment. | That is why so many of 
ili these places are equipped with 


mice Ne pS Sy Pa ee 
oo CHICAGO) 


I space. Make top shelves safely available 
D. 
LAN. 
SPRING HINGES 


6 mp purposes. One style--neat of 
--nicely finished 
heidkt celine, 
The “Relax” type shown 
is a Spring Pivot Hinge that 


in use. Circular on 
at G , operates noiselessly and fault- 
’ . __ Relax lessly on BALL BEARINGS. 
TI hand Spring Pivo inge comy © 
inks i. ray no nek ype goo It has a SPRING-ACTION 
neat, well cared for. RELEASE which permits the 
door to be placed open at any position desired, 


=, Mt fie t i 
'y tal a: de Capitol. and edge without the use of a door holder. 
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That’s why the demand has Send for Catalogue H-42 
increased from year to year. 


Granite State 
Mowing’ Machine Company 


HINSDALE N he 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S. A. 

















An EXPANSION SHELL 


With a Sure-Dependable Hold 

Superior advantages: 

(1) It grips at the bottom of the hole by 

(2) Burying its jaws in the sides of the 
hole. 

(3) By Underwriters Laboratory test it 
holde until the bolt or the material, 
into which it is placed breaka. 

(4) When properly set it will not come 





A Torch For 
Every Service 


oose. 

(5) Quickly installed. 

Overcomes these disadvantages: 

(1) It is NOT a friction hold. 

(2) No waste from broken or misfitting 
‘ parts. 

(3) Vibration does NOT affect it. 

Made in two types for 15 sizes of bolts. 


rf 
ie 
ee 























-_ . Practical in any Solid Material. 
opp) A trial order for testing will soon con- 
i vince you. 
Samplea on request -No charge. Send for Bulletin No. 55. 
 — « THE PAINE COMPANY 
Pn 2951 Carroll Ave. 9 Chicago, I. 
400 N. Monticello Ave., Chicago, Hi ss 33 Warren St. New York City, N. Y. 
THE INFLUENCE OF MILLIONS 4 ri C 
of attractive advertisements yearly which create demand for Lorain ' € Can ' an 


Oil Burner Cook Stoves should mean greater profit for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Consider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Cook Stoves 
equipped with the Lorain High Speed Burner can you share these 


sciideesiiask lediiisimssntsidabiiaben nk: seantinisiaiies AMERICAN CAN COMPANY 























7 e—eEeEE 


Dry Batteries \<" vor: 5" Prancisce STANDARD CRAYON CO. 
-they last longer ““°"* Chicago nanan Cop Danvers, Mass. 


CANADIAN NATIONAL CARBON Co., Limited, Toronto, Ontario 
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Classified Opportunities 
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ee | 





Classified Advertising Rates 


Opportunity Exchange Section Seok. eitinteeed 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, ) 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


WITTTTTITT TT 
imch...cccccess - 4.00 


Oe ston er 


Positions Wanted Advertisements 
50% off the above rates 


Address your advertisements and replies to 








Average 10 words to a line 
Allow One Line for Keyed Address 





Set Solid, Minimum of 5 lines... .$3.00 Hardware Age, Olassified @pper- 
Each additional line........... .60 . . *s tunities, 2390 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Ea h dditi i “ee ee *-e . ’ ; ’ H 
ch a ional one line 80 4 insertions, 10% rs 8 insertions, 15% wenn Aan to pubitehe® nah 


Remittance Must Accompany Order 








Thureday 
Forms close Ten Days — to date of 
publicat 





| 
aN 











BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





A partner to take half interest with experienced hardware 


WANTED- 
hardware store in one of the best towns in 


man in the only exclusive 


eastern North Carolina, excellent progressive agricultural section, town 
with all modern improvements, inventory $35,000. Will need $7,500 in 
cash. Prefer man who can look after office end. Old established business, 


Address Box 461, Washington, N. 


been very profitable 








FOR SALE—Hardware, Builders’ Material and Furniture Store in 
Plymouth, N. H., with stock invoicing $30,000. Business is attractive 
proposition for the right party. Have been in business 20 years. Reason 
for selling is ill health. For further details address A. F. BURTT, 
Plymouth, N. H. 

FOR SALE—Well established hardware business in good Northern 


Only one other hardware store in town. Best loca- 
Will invoice about $12,000. 
HENRY J. 


Indiana town of 4,000. 
tion, Complete and good stock and fixtures. V 
Sacrifice at less than invoice account of wife’s 


KLEMM, > TTT, Indiana. 


FOR SALE GENERAL. 
newly developed business district in 
city 25,000. Business growing each 
wonderful opportunity for $8,500. If 
of Harpware Ace, New York. 


death. 





HARDWARE and paint business located in 
Northeastern Ohio. Population of 
month. New store and fixtures. A 
interested write Box H-165, care 














CROSS HAY CARRIERS AND PUL le LEYS. We are sole manufactur- 
ers and pprate for original Cross Hay Carriers, both complete, and extra 
parts. dern in construction old in dependable use. Place your 
orders now. H. S. BILLINGTON, Hardware, Canajoharie, N. Y. 





located within one 


FOR SALE—HARDWARE STOC K, fixtures, etc., 
of the best farming communities in Southern Michigan; will sell or lease 
building. Store established 40 years; best reasons for selling. Address 


Box H-154, care of Harpware Ace, New York, 





account of owner’s death, a good “going” 
furnishings and groceries; chiefly 

Located at Mancos, Colorado. 
Mancos, Colorado. 


WANTING TO SELL, on 
business, consisting of hardware, gents’ 
hardware. Will sell all together or separate. 
Address E. C. ATTANE, P. O. Box 361, 


CITY STORE FOR SALE—Retiring ate, business oie fifty years of 
Will sell city store at invoice prices. Attractive 
Duncan MacLeod, 143 East 13th Street, New 





successful operation. 


lease with low rent. G. 


York City. 





Brass Ring Lawn Sprinklers 
MFG. CO., 288 


manutacture of 
$1.00. KEYSTONE 


DIES FOR SALE for the 
that retail approximately for 
A Street, Boston, Mass. 





HELP vance 


SALESMAN WANTED—An old and well established manufacturing 
company desires a traveling salesman to represent them in the Southern 
States to sell to the jobbing hardware trade on salary and commission. 
Must have an extensive acquaintance and experience in selling manufac- 
turers line to Southern jobbers, and will be required to make his head- 
quarters at some well located point in the Tee Age 30 to 40 years. 
State all particulars. ‘Good reference will be required and all applications 
will be considered confidential. Address Box H-166, care of HArpware 
Ace, New York. 








ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New York. 





WANTED—YOUNG MAN with hardware and auto supply experience, 
to solicit business on Cape Cod, Mass. Man who lives on the territory pre- 
ferred. State age, experience and nature of present or last employment. 
Address Box H-163, care of Harpware Acre, New York. 


HARDWARE SALESMAN ‘New York 
opening for Al representative Chicago and west. 
well established trade and know line thoroughly. 
care of HIARDWARE AGeE, 














hardware catalogue house has 
Candidate must have 
Write in confidence, 
New York. 


giving full details to Box H-164. 





HARDWARE MAN—45 years old with 17 years’ experience in whole- 
sale and retail, all departments. Would like to make change. Prefer East 
or South, though will consider anything. Am at present emplo oyed by 
leading hardware store of Southwest Missouri. Can give best of refer- 
ences. H. L. BROWN, 868 West Lynn, Springfield, Mo. 





CATALOGUE COMPILER OF BROAD EXPERIENCE is free to 
consider position for the time required to build a catalogue, or permanently. 
References and full details regarding experience furnished on request. Ad- 
dress Box H-156, care of HARDWARE AGe, New York. 





YOUNG MAN, 26 years, with over 4 years in wholesale and retail 
hardware business, desires immediate connection with Wholesale house 


Address Box H-167, 


in New York City where advancement will be given. 
care of Harpware Ace, New York. 





SALES ACCOUNTS WANTED 


wishes to add one more line 
quantity specialty for the 
Am acquainted with all 

Address Box -* 2 & 





MANUFACTURERS’ REPRESENTATIVE 
in builders’ hardware, brass goods, tools or 
city of Chicago, eventually the State of Illinois. 
hardware jobbers, retailers and department stores. 
care of HArpware Ace, Otis Bldg., Chicago. 





MANUFACTURERS AGENT covering Eastern Pennsylvania, North- 
ern New Jersey, Delaware, Maryland and District of Columbia can handle 
another good line to wholesale and large hardware and mill supply trade. 
Good following. Address Box H-144, care of HArpware Acre, New York. 





SALES REPRESENTATIVES WANTED 





SALES REPRESENTATION WANTED—A well-established manufac- 
Middle West with modern facilities for large production 
and Brass Wood and Machine Screws, wishes to connect 
selling the hardware jobbing and 


turer in the 
capacity of Iron 


with established sales representatives 
mill supply trade. This is an opportunity to secure a desirable line 
seldom offered. Preference given to strong individuals handling related 


State full particulars in first letter. Address 


lines. Commission basis. 
New York. 


Box H-153, care of HARDWARE AGE, 





WE WOULD LIKE TO hear from manufacturing agents, jobbers and 
salesmen calling on hardware trade, housefurnishing trade, and wholesale 
groceries in all states of the country. We specialize in manufacturing 
of several fast selling articles that are sold through these channels. In 
first letter please state which territory you wish to cover, THE KIEL 
MANUFACTURING CO., Youngstown, Ohio. 








SALESMEN CALLING ON HARDWARE TRADE to represent one 
of the largest manufacturers of a nationally advertised line. We have 
some territory open, commission basis. Give details, territory covered 
and lines handled at present. Only proven business getters now having 
contact with trade need apply. Address Box H-158, care of HARDWARE 
Ace, New York. 
SALESMEN OR FACTORY REPRESENTATIVES for wholesale, 
retail and department store trade, with established trade, to handle popular 
price glass bathroom accessories and glass towel bars for long established 
house. Address Sales Manager, CHARLES DURAND & CO., 17 N. 
Second St., Philadelphia, Pa. 











EASTERN MANUFACTURER OF builders’ hardware is open for 
representation in Pittsburgh and surrounding territories. In first letter 
state lines carried, exact territory covered and houses represented. Ad- 
dress Box H-151, care of Harpware Acre, New York. 





LESMEN CALLING ON THE RETAIL hardware trade regularly 
and who are now carrying lines that will not conflict with a good line of 
Builders’ Hardware. In replying state what territory you cover. Address 
Box H-160, care of HArpware Acz, New York. 


MANUFACTURER 
wallets and pocket books 
sections. Patterson, P. O. 








of men’s 


OF ATTRACTIVE ASSORTMENTS 
in all 


desires salesmen on commission basis 
Box 130, Baltimore, Md. 
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BY ORDER OF THE 
DIRECTORS IN LIQUIDATION 


ABSOLUTE PUBLIC 


AUCTION SALE 


VALUE $100,000.00 VALUE 
ENTIRE STOCK OF 


Hardware, Tools and Specialties 


FIXTURES, FURNITURE 


GOODWILL and LEASE 
OF 


JOS. F. MeCOY CO., Ine. 


157 CHAMBERS STREET NEW YORK CITY 
(VOLUNTARY LIQUIDATION) 


WEDNESDAY and THURSDAY 
JULY 21 and 22, 1926 


STARTING PROMPTLY AT 10 A.M. EACH DAY 
(Daylight Saving Time) 











EVERYTHING WILL BE OFFERED | 
IN PIECEMEAL LOTS 





Send for Detailed Catalog 
SALE UNDER MANAGEMENT OF 


INDUSTRIAL PLANTS CORPORATION 


Auctioneers 
25 CHURCH STREET NEW YORK 
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| INDEX TO ADVERTISERS 


THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 
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American Screw Co...... 


American Shearer Mfg. Co... 


American Steel & Wire Co... 
American Stove Co... 
Arcade Mfg. Co. anes 
Armstrong Bros. Tool Co... 
Armstrong Mfg. Co...... 
Atkins & Co., E. C. 


Auto Vehicle Parts Co.. 
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Babcock Co., The W. W... 
Badger Rubber Wks... 

Blair Mfg. Co. 
Bommer Spring Hinge Co... 
Bosley Co., D. W...... 
Bridgeport Screw Co... 
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Here’s a Practical Rope Rack 
That Is Inexpensive and Easy to Make 


Many dealers keep their rope stock in the 
cellar or basement and draw it up through 
holes in the floor. 












This method is all right until the rope slips 
from your hand and you have to chase 
down stairs to recover it. Or, after haul- 
ing and measuring a certain number of 
feet, you suddenly come to the end and find 
it several feet short of the customer’s re- 
quirements. 





A Plymouth dealer has contributed the 
method shown. It consists of a strong 
iron rack which -accommodates six full 
coils of different size rope. The rope is 
easily handled, the dealer can see just how 
much of each size is available and cus- 
tomers are continually reminded of their 
needs by reason of its being prominently 
displayed. Replacement is quickly and 
easily made. 


We are indebted to another Plymouth 
dealer for a plan of a very satisfactory 
Wooden Rope Rack. Both racks are 
inexpensive and simple to build. 


We have prepared a little booklet entitled: 
“Two Good Rope Racks,” which contains 
photographs, drawings and complete in- 
structions for making either of these 
racks. 





We will mail a copy to any dealer upon re- 


Iron Rack—Each reel containing one coil 
quest. 











Plymouth Cordage Company 


North Plymouth, Mass. 
Welland, Canada 
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This is the New 


HARVARD OIL RANGE 


It Is the Last Word in Oil Stove Design—Have You Seen It? 
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You will have a new appreciation of the convenience and efficiency possible in oil 
stove cooking after seeing this new Range—Produces a flame hotter than a natural gas 


burner and is as easily controlled. 


Made with Cast Top and Frame—Has white enameled splash back and end—Enam- 
eled Oven Door with Glass Front and Thermometer—Bakes and Roasts equal to any 


gas or coal Range. 


The price, too, will surprise you—it makes it the best Oil Stove proposition for the 
dealer that can be found anywhere—and it is backed by a concern that has been in busi- 


ness 96 years. 


We, of course, also have a complete line of regular Oil Stoves, all sizes, with regular 
or giant burners—and every one of them is good. We can ship today. 


THE GEO. WORTHINGTON CO. 


Established 1829 


CLEVELAND OHIO 
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